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ABSTRACT
Clemson University has experienced low attendance rates at women’s sporting
events over the past few years. Undergraduate students are possibly limited in their
intention to attend these events by various constraints (i.e., intrapersonal, interpersonal
and structural). Although these constraints can reduce students’ intention to attend
women’s sporting events, the negotiation process can reduce and possibly overcome the
impact of these barriers through various resources and strategies. Social media is one
popular negotiation tool that provides equal opportunity for many potential users and is
not limited by time or location. This study framed social media as a constraint negotiation
resource, exploring its influence on the intention to attend women’s sporting events at
Clemson University.
Specifically, the purpose of this study was to explore how Clemson University
could reduce the influence of the constraints and increase attendance at women’s sporting
events through the use of social media using a conceptual framework based on Hubbard
and Mannell’s (2001) independence model. Data was collected through an online survey
of a stratified sample of 2,000 undergraduate students enrolled at Clemson University in
the Fall 2015 Semester.
The findings supported the conceptual framework of the independence model.
Motivation, constraints and constraint negotiation significantly explained the intention to
attend women’s sporting events. The study found students were constrained by the
behavior and the attitude of others. In essence, students tend to prefer attending sporting
events with a high attendance. However, this study also found sporting event related
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posts and comments shared by users on social media have the potential to increase
students’ intention to attend women’s sporting events.
It may be concluded from this study that social media may play an important role
in addressing and mitigating the constraints resulting from other students’ behaviors and
attitudes; that is, undergraduate student intention to attend a women’s sporting event is
influenced more by event-related posts and comments on social media than by their peers’
decision. The findings from this study could contribute to a better understanding of the
attitude toward and the intention to attend women’s sporting events, thereby increasing
Clemson University’s school awareness, campus excitement and student involvement as
well as equalizing its focus and attention on men’s and women’s sports, an integral part
of the mission of Title IX.
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CHAPTER ONE
INTRODUCTION
Background
Sports, which are part of everyday life for many, are not only about physical
performance but also about the chance to interact with others, job opportunities, enhanced
life enjoyment and increased physical conditioning (Richards, 2014). The biological and
psychological differences between males and females lead to different behavior and
attitudes for sport participation and consumption (Pryzgoda & Chrisler, 2000). Sex is
commonly used when referring to these biological differences (Lorber & Moore, 2007),
while gender refers to the socially constructed differences in the psychological features
between men and women (Helgeson, 2005).
The effect of gender differences in relation to sport participation begins at
childhood (Knisel, Opitz, Wossmann & Keteihuf, 2009), with these becoming
increasingly more pronounced with age (Newman, 2002). Beginning in childhood, boys
are more motivated than girls to participate in sports (Knisel, Opitz, Wossmann &
Keteihuf, 2009), and they feel more confident in their sport ability (Eccles & Harold,
1991). In adulthood, men are more likely than women to engage in a higher intensity of
sport participation (Murcia, Gimeno & Pérez, 2007). These gender differences are also
seen in sport consumption, with men being more likely than women to spend money to
attend sporting events (Lera-López, Ollo-López & Rapún-Gárate, 2012).
To address these differences, Title IX was passed by the United States Congress
in 1972 to protect people from being excluded from sport participation based on sex,
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requiring federally funded universities to provide equal sport opportunities for both males
and females (Anderson, 2012). Female sport participation rate enhanced dramatically
once this law was passed (Anderson, 2012), resulting in significantly more female
athletic scholarships at the intercollegiate level (Kane, 2012). Although females now
have equal opportunities to participate in sports and receive athletic scholarships, the lack
of media coverage in women’s sports still persists (Cooky, Messner & Hextrum, 2013), a
particular issue at the intercollegiate level (Kian, Vincent, & Modello, 2008; Cooky,
Messner, & Musto, 2015). However, this difference in coverage between men’s and
women’s sport has narrowed. For example, two decades ago, sport media rarely carried
live broadcasts of NCAA women’s sporting events on television, but today many can
now be seen on several national channels (Cooky, Messner & Musto, 2015).
Many men’s sport programs at National Collegiate Athletic Association (NCAA)
Division I schools have high attendance and strong revenue streams, but they have
difficulty attracting spectators to women’s sporting events and generating enough
revenue to offset the cost of these programs (Shackelford & Greenwell, 2005). However,
as James and Ross (2004) suggested, generating ticket sales from these non-revenue
sports is one option for enhancing an institution’s overall revenues. While the attendance
at women’s sporting events is relatively lower than men’s, it is growing (Shackelford &
Greenwell, 2005), with a corresponding increase in revenue every year (Chen, 2010).
Clemson University, founded in 1889, is an NCAA Division I institution with
eight men’s and nine women’s sport programs in its Athletic Department (Clemson
University, 2015). One of a few schools that generates significant revenue from its
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athletic programs, it earned the highest athletic revenue among Atlantic Coast Conference
(ACC) schools in 2014 (USA Today, 2015). The Clemson University Athletic
Department promotes each sport program on its official athletic website and through
social media (e.g. Instagram, Facebook, Twitter), including the rosters, schedules, event
results and news as well as promotional strategies such as free products and food and
half-time games to attract attendance. Similar to other schools, Clemson has satisfactory
attendance at and revenue from such men’s sports such as football, basketball and
baseball. However, it faces challenges in low attendance at women’s sports (Money et al.,
2011; Clemson University Athletic Department, 2015). More specifically, according to
Clemson University’s Athletic Department (2015), during the 2014-15 season, football
had an average home game attendance of 81,752 spectators per game, followed by men’s
basketball (7,635 spectators), baseball (4,251 spectators) and soccer (1,895 spectators),
while women’s sport programs such as volleyball had 856 spectators, basketball, 788
spectators and soccer, 784 spectators.

Problem Statement
Women’s sporting event attendance (WSEA) at Clemson University is
considerably lower than for men’s sports. According to Money et al. (2011), 86.3% of
students never attend women’s basketball game compared with the rate of non-attendance
in such men’s sports as football (0.3%), basketball (18.9%), baseball (26.5%), and soccer
(56.1%). As these statistics indicate, Clemson University, as with most other schools,
faces problems in attracting spectators at women’s sporting events, even though previous
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research has found this attendance rate has risen (Shackelford & Greenwell, 2005).
According to Pope and Pope (2014), in addition to educational quality, distance from
home and tuition costs, the success of college sport programs plays a role in a student’s
decision during the application process: schools with good sport teams could receive
applications from student with up to 10% higher SAT scores. Moreover, Pope and Pope
(2014) found the success of sport programs has a larger impact on out-of-state students
than in-state students because of the increased awareness this success brings to those
living outside of a school’s region. Therefore, increasing the attendance at women’s
sporting events at Clemson University may attract a larger number of quality students.
Several elements, for example economic factors and promotional strategies, have
been found to be significant predictors in men’s or major league sports (DeSchriver &
Jensen, 2002; Wall & Meyers, 1989); however, little research has been conducted in how
these dimensions (e.g. economics, promotional strategies) affect collegiate WSEA.
According to Byon, Zhang and Connaughton (2010), the sports market is becoming
increasingly competitive, making it important for researchers and marketers to
understand the behavior of sport consumption and its related variables to improve the
quality of sport spectating and the level of competitiveness of sporting events. Moreover,
Shackelford and Greenwell (2005) suggest a better understanding of the variables
influencing the attendance at women’s sporting events should be explored as the results
may contribute to more knowledge about the attitude and intention to attend such events.
WSEA is important at Clemson University for the following reasons:
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To increase awareness of Clemson University. According to Pope and
Pope (2014), a school that has successful sports programs and events that
are well promoted can achieve this goal of better school awareness. For
example, students who have played sports in high school are more likely
to be influenced by the athletic success of schools.



To achieve the mission of Clemson University’s Solid Orange
Sportsmanship Program and develop better school spirit. According to
Dodd (2013), sportsmanship is essential for sporting event participation
and athletic competition. Solid Orange is Clemson’s program for
promoting sportsmanship at the University; its mission is to create a
spirited and enjoyable environment for athletes, students and staff and to
make Clemson University special by showing respect for the University
(Dodd, 2013).



To obtain greater campus excitement and student involvement. Greenwell
and Armstrong (2002) maintain that maintaining and increasing WSEA is
important because it helps to generate a spirited environment on campus,
one that encourages student involvement in school-based activities.



To achieve the mission of Title IX by supporting equal attention and focus
on men’s and women’s sports (Kaestner & Xu, 2010).

Based on the importance of WSEA (Shackelford & Greenwell, 2005; Snipes &
Ingram, 2007), this study proposed Hubbard and Mannell’s (2001) independence model
(Figure 1) for examining how motivation, constraints and constraint negotiation affect
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undergraduate students’ intention to attend collegiate women’s sporting events at
Clemson University.

Figure 1. Level of participation is predicted directly from the impact of
motivation, constraints and constraint negotiation (Hubbard &
Mannell, 2001).

More specifically, this study designed an independence model with eight dimensions of
motivation (eustress, self-esteem, escape, entertainment, economic, aesthetic, group
affiliation, and family), three dimensions of constraints (intrapersonal, interpersonal and
structural) and three dimensions of constraint negotiation (redeeming value, shared
interest, and business and organizations) to test the impact of each on the intention to
attend collegiate women’s sporting events at Clemson University (Figure 2).
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Figure 2. The influence of the dimensions of motivation, constraints and
constraint negotiation on the intention to attend a women’s sporting
event.

Purpose of the Study
Sport is integral to our society as a whole because professional and collegiate
sporting events play an important role in connecting people, cities and states (Greenwood,
2001). It is important for Clemson University to address the low attendance at women’s
sports because doing so will help achieve the mission of Title IX in establishing equal
opportunity for sport participation for both men and women (Kaestner & Xu, 2010);
create better campus excitement, student involvement, and school spirit (Greenwell &
Armstrong, 2002); and increase attention and awareness of the school and its sports
programs (Pope & Pope, 2014). The purpose of this study was to explore how Clemson
University could reduce the influence of the constraints and increase attendance in
women’s sporting events through the use of social media. By examining how motivation,
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constraints and constraint negotiation affect the intention of undergraduate students to
attend women’s sporting events at Clemson University, the results could contribute a
better understanding of the attitude toward and intention to attend women’s sporting
events at Clemson, thereby increasing school awareness, campus excitement and student
involvement, and support equal attention and focus on men’s and women’s sports to
achieve the mission of Title IX.

Research Questions
It is important to increase the WSEA rate because better attendance at sporting
events could increase awareness of Clemson University (Pope & Pope, 2014), improve
school spirit (Dodd, 2013), develop improved campus excitement and student
involvement (Greenwell & Armstrong, 2002), and achieve the goal of Title IX by
supporting equal attention and focus on men’s and women’s sports (Kaestner & Xu,
2010). Based on the importance of this study, it investigates the following five research
questions.

RQ1: Does Hubbard and Mannell’s (2001) independence model significantly predict the
intention of undergraduate students’ attending collegiate women’s sporting events
at Clemson University?
RQ2: Which motivation dimensions have a significant impact on undergraduate students’
intention to attend collegiate women’s sporting events at Clemson University?
RQ3: Which constraint dimensions have a significant impact on undergraduate students’
intention to attend collegiate women’s sporting events at Clemson University?
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RQ4: Which constraint negotiation dimensions have a significant impact on
undergraduate students’ intention to attend collegiate women’s sporting events at
Clemson University?
RQ5: Which motivation, constraints and constraint negotiation dimensions have a
significant impact on undergraduate students’ intention to attend collegiate
women’s sporting events at Clemson University?

Definition of Terms
Motivation
Motivation has been defined as the construct that positively predicts many
spectators’ behavior and intention to attend sporting events (Kim & Trail, 2010). Wann
(1995) classified sport fan’s motivation into the eight categories of eustress, self-esteem,
escape, entertainment, economic, aesthetic, group affiliation, and family. Eustress
involves a sport fan finding enjoyment in watching sports due to physiological
stimulation. Self-esteem is a common sport fan motivation. Sport fans feel better about
themselves by participating in sports. Escape means that sport fans are motivated because
they feel that they can get out of their daily routines and forget about life’s problems
when they are watching sports (Wann, 1995). Entertainment equates watching sports as a
pastime that is similar to going to a movie or amusement park. Group affiliation indicates
that fans are motivated to attend sporting events out of the desire to be with others and to
maintain social contact. Aesthetics suggests that sports such as gymnastics and diving
motivate fans because these athletes exhibit the values of artistic expression and beauty
through athletic performance (Mcdonald, Milne & Hong, 2002). Family indicates that
fans are motivated to attend sporting events because they can spend time with family
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members (Wann, 1995). Lastly, economic means that fans are motivated by potential
economic gains and participate in sport events simply for monetary rewards (Wann,
1995).

Constraints
Although motivation positively influences sporting event attendance, constraints
may limit spectators’ ability to attend. According to Crawford and Godbey’s (1987)
leisure constraint theory, each individual’s decision-making about whether to participate
in a leisure-related activity is restricted by three dimensions of constraints--intrapersonal,
interpersonal, and structural. Intrapersonal constraint are based on personal psychological
states, while interpersonal constraint are influenced by an individual’s social interaction
with others, and structural constraint are affected by conceptualized factors such as
availability and financial resources (Crawford & Godbey, 1987).

Constraint negotiation (Social media)
Sport spectators may be limited by different constraints, however, the barriers can
be negotiated through a constraint negotiation process (Hubbard & Mannell, 2001). This
negotiation process has been associated with such terms as “strategies, resources, selfefficacy, behavior control, and coping” (Mannell & Loucks-Atkinson, 2005, p. 224). As
people are limited by constraints, tools such as social media can provide fans with better
viewing experiences, social connections and sport-related information (Gantz & Lewis,
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2014). Social media has become an essential activity, one that has changed our lifestyle
and time consumption (Anderson & Tracey, 2001).
Social media in general has been defined as the acoustic and visual becoming two
communication partners (Short, Williams & Christie, 1976). According to Wallace,
Wilson and Miloch (2011), social media such as Twitter and Facebook have changed
how individuals interact with one another by providing an online platform for social
engagement. In addition to physically attending sporting events, fans have many choices
for following their favorite athletes and finding sporting event information because of
social media, mobile apps and television broadcasts (Phua, 2010).
According to Wallace, Wilson and Miloch (2011), social media are potential
resources for university and college athletic departments to use to promote and build
connections with current and potential fans and spectators. Engaging in sports is no
longer difficult because people can now consume them at essentially any time and in any
location. As a result, sport media could have a major influence in college athletics on
sport consumption and attendance (Cooper, 2009). Gerlich, Browning and Westermann
(2010) classified social media usage into the three categories of redeeming value, shared
interest, and business and organization. Redeeming value identifies the importance of the
personal value of social media usage (Gerlich, Browning & Westermann, 2010), while
shared interest specifies the experiences and the sharing of interests on social media
between users (Gerlich, Browning & Westermann, 2010), and business and organization
represents the ability of social media usage to gather groups of users into classes,
communities or organizations (Gerlich, Browning & Westermann, 2010).
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Attendance
Attendance is important across all sports because spectators positively influence
the atmosphere of a sporting event (Snipes & Ingram, 2007). The intention of attendance
differs by the level of play (e.g. professional leagues, collegiate level), the characteristics
of the sport, and the types of motivation factors influencing spectators to attend (Wann,
1995). Moreover, spectators may attend men’s and women’s sporting event for different
reasons based on their preferences and attitudes (Kim & Ko, 2010). Several factors such
as the entertainment value of the sporting event, the team performance (Kim & Ko, 2010),
and the winning percentage from the previous season (Whitney, 1988) could also
influence a spectator’s decision to attend a sporting event.

Limitation of the Study
This study has the following limitations. First, it examined only undergraduate
students’ intention for WSEA at Clemson University. The opinions and attitudes may
differ based on a particular school or division. As a result, a wide range and comparison
of results from additional schools, conferences or divisions should be further explored.
Second, each sport program competes either in the Fall or Spring Semester. However, the
data collection for this study was conducted in the Fall Semester. Students’ intentions
may be different for sports competing in the Spring. Therefore, this study suggests a
longer data collection time frame of an entire school year for future research. Lastly, this
study was limited to the factors of motivation, constraints and constraint negotiation for
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the intention of WSEA. In addition to these constructs and dimensions, influences from
other factors on the intention for WSEA should be explored.

Outline of the Study
This thesis is organized into five chapters. Chapter One presents an overview of
the study, the problem statement and its importance. Chapter Two provides a review of
the relevant literature on gender, WSEA and situational context. Chapter Three details the
research design of this study and the research method used. Chapter Four provides the
research findings and the results of research questions. Finally, Chapter Five discusses the
implications and limitations of this study including suggestions for future research.
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CHAPTER TWO
LITERATURE REVIEW
Gender
Gender and sex
The differentiation between the definitions of sex and gender have been discussed
since the 1950s (Edwards, Honeycutt, & Zagacki, 1989; Glasser & Smith, 2008;
Pryzgoda & Chrisler, 2000; Muehlenhard & Peterson, 2011). Historically, sex refers to
the physical characteristics of individuals, while gender refers to their psychological
characteristics and behavior (Money, Hampson & Hampson, 1955). In recent years, sex
has come to refer to biology, and gender to cultural influences (Muehlenhard & Peterson,
2011).
While sex can refer to sexual behavior such as sexual intercourse, its most
common definition is based on the biological criteria for classification as male or female
(Lorber & Moore, 2007). According to Etaugh and Bridges (2010), sex is “the
classification of individuals as female or male based on their genetic makeup, anatomy,
and reproductive functions” (p. 2). This classification is typically generated by
chromosomal typing before or at birth (West & Zimmerman, 1987). In contrast, gender,
which is constructed by society, explains the social and cultural influences on males and
females (Denmark, Rabinowitz & Sechzer, 2005), distinguishing these two categories
based on the psychological features given by society (Helgeson, 2005). More specifically,
according to Grewal and Kaplan (2006), gender is
“the assignment of masculine and feminine characteristics to bodies in
cultural contexts. It is a socially constructed category that involves roles,
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expectations, and responsibilities that are not biologically determined.
Gender is constructed through power relations between the sexes as well as
in relation to class, race, sexuality, nationality, religion, and a host of social
divisions specific to particular cultures and regions” (p.xix).
As suggested by this definition, females and males have different gender roles
defined by such social expectations as the attitudes, behaviors, beliefs and values
associated with being male or female (Newman, 2002). Significant cultural variation in
gender systems has been explored in sociological studies (Risman, 2004; Wood & Eagly,
2012; Zentner & Mitura, 2012). According to Wood and Eagly (2012), the behavior of
men and women is developed during the social interactions of childhood, and by
interacting with the characteristics expected of a boy or a girl, individuals
psychologically develop their adult behavior. These gender roles provide a general
understanding of the differences in men’s and women’s behavior and reactions under
particular circumstances (Boulouta, 2013). For example, women generally act more
caring than men (Gutek and Morasch 1982), while men have higher entrepreneurial
intentions than women (Shinnar, Giacomin & Janssen, 2012). However, since these
gender roles are socially constructed, the perception and attitude toward men and women
differ by culture country and society as well educational level, income status and marital
status (André, Gesthuizen, & Scheepers, 2013). Since a traditional female role is that
women should not work but take care of the children and family, research has found that
married people and those not employed are more supportive of traditional female roles
than those who are single or divorced or who work (Waite, Goldscheider & Witsberger,
1986; Kunovich & Kunovich, 2008).
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Gender differences in sport participation and consumption
Previous research has also explored the differences between male and female
concerning sport-related behaviors (Eccles & Harold, 1991; Slater & Tiggemann, 2011;
Asztalos et al., 2012; Chalabaev, Sarrazin, Fontayne, Boiché & Clément-Guillotin, 2013).
The gender differences in sport participation also begin in childhood, with boys being
more motivated than girls to participate in sports (Knisel, Opitz, Wossmann & Keteihuf,
2009) and to attend physical education classes (Chen & Darst, 2002). Moreover, Eccles
and Harold (1991) found strong gender differences in children’s self-perceptions of their
physical ability and the importance of sports. Boys see them as more important than other
areas, feeling more confident in their sport ability than in the other domains (Eccles &
Harold, 1991). During the teenage years, participation in sports may become less
because of such factors as a loss of interest, becoming bored with a particular activity,
time constraints or other adolescent issues (Slater & Tiggemann, 2010). For example,
Slater and Tiggemann (2011) noticed that adolescent girls were often teased by boys
while playing sports, one reason why they limited their participation. As teenagers
develop into adults, the variation because of gender differences increases (Newman,
2002), males seeking more intense sport participation than females and viewing it as a
way to enhance their self-confidence (Murcia, Gimeno & Pérez, 2007). In addition, in the
sport context, male players show more aggressive behavior than female players in any
sport and at any level of competition (Coulomb-Cabagno & Rascle, 2006; Biddle, Atkin,
Cavill, & Foster, 2011).
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Gender differences also impact the behavior and attitudes toward sport
consumption, with men tending to spend more money attending sporting events than
women. However, no difference has been found in the amount that men and women
spend once they make the decision to attend a sporting event (Lera-López, Ollo-López &
Rapún-Gárate, 2012). Dietz-Uhler, Harrick, End and Jacquemotte (2000) found that
males attend sporting events because of their interest in sports, while females attend
because of the social aspect; in addition, males gave themselves higher ratings than
females who identified themselves as being a sport fan. Although Dietz-Uhler et al. (2000)
found the gender differences in fan motivation in general sport consumption, this study
did not indicate whether these gender differences apply to a specific sport. To address
this issue, James and Ridinger (200a 2) compared male and female sport fans in general
and as fans of a specific team, their results finding a similarity between the two genders
for the latter. In addition, females reported feeling more connected to a specific team than
to sport in general (James & Ridinger, 2002). Little research has been conducted on
gender differences in consumption of specific sports, one exception being a study on
women’s basketball which found the reasons men attended was to share the experience
with family and for entertainment whereas women attended to support specific players
(Armstrong, 1999). However, the differences in sport consumer behavior between males
and females need further investigation.
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Gender in media
Media plays an important role in influencing the audiences’ interest in sports
(Cooky, Messner & Hextrum, 2013). However, it primarily covers what audiences want
to see, i.e., men’s sports (Cooky, Messner & Hextrum, 2013). In fact, male athletes
received more coverage and are framed more positively than female athletes in the media
(Messner & Cooky, 2010). As Cooky, Messner and Hextrum (2013) found, over the past
two decades, the coverage gap on TV news between men’s and women’s sports has
widened, with ESPN SportsCenter covering primarily men’s sports (Cooky, Messner &
Musto, 2015): in 2009, only 1.3% of the sports coverage on both ESPN’s SportsCenter
and the news was on women’s sports (Cooky, Messner & Hextrum, 2013).
Moreover, the media presents men’s sports with more enthusiasm and excitement
than women’s sports (Cooky, Messner & Musto, 2015). In fact, Kian, Vincent, and
Modello (2008) noticed that media frequently portrayed female athletes as “others,”
suggesting to audiences that males dominate the sports field, even in articles about
women’s sports. Gender differences in media coverage of the Olympics is one commonly
discussed example. According to the study conducted by Bissell and Duke (2007) on
broadcasting coverage of the 2004 Summer Olympics, 37% of the camera shots were
tight on female athletes’ chests or buttocks, arguing broadcasting is leaving viewers with
memories of female bodies rather than their performance (Bissell & Duke, 2007). Similar
research on the television coverage of the 2008 Summer Olympics found that the media
is more likely to frame male athletes with such descriptions as courageous, strong, and
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independent, whereas female athletes are more likely to be described based on their
physical attractiveness and sexuality (Tang & Cooper, 2012, p. 78).

Gender in National Collegiate Athletic Association (NCAA) sports
In the past, male and female did not have equal opportunity to participate in sportrelated activities. However, in 1972, the United State Congress passed Title IX of the
Educational Amendments to the 1964 Civil Rights Act (Stevenson, 2007), which requires
federally funded schools to provide equal opportunities for sport participation to males
and females. As a result, female sport participation rate increased 600 percent between
1972 and 1978 (Kaestner & Xu, 2010). Furthermore, in the early 1970s, approximately
300,000 females played high school sports, a number that increased to more than three
million in 2011 (Anderson, 2012). In addition, as Stevenson (2010) found, this increased
opportunity has had a positive impact on women’s education and wage market
employment, with every 10 percent increase in women’s sport participation leading to an
average increase of 0.04 years of education and a 1.5 percent rise in pay. Furthermore,
previous study have found that after 20 to 25 years, adult females who had more
opportunities for participation in sports due to Title IX have lower body mass index (BMI)
than females who grew up before Title IX was enacted (Kaestner & Xu, 2010). Other
changes resulting from Title IX include an increase in the number of collegiate athletic
scholarships available for females. While rarely available earlier, currently, 43% of
intercollegiate scholarships are given to females who play sports (Kane, 2012).
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While Title IX increased the participation of girls and women in collegiate sports
and professional leagues, the lack of media coverage in women’s sport still persists
(Cooky, Messner & Hextrum, 2013). As Kian, Vincent, and Modello (2008) found in
their investigation of printed and online media coverage of men’s and women’s
basketball in NCAA Division I tournaments, approximately 76% of the articles covered
men’s tournaments whereas 23% covered women’s. Moreover, Cooky, Messner, and
Musto (2015) found that in March 2014, the coverage of NCAA men’s basketball
tournaments on ESPN SportsCenter included 83 stories, whereas only eight stories
covered the women’s. This unbalanced gender coverage of NCAA tournaments, however,
has improved overtime. Two decades ago, mass sports media almost never carried live
broadcasts of NCAA women’s basketball games, but today, ESPN and several national
networks broadcast many of them as well as the tournaments (Cooky, Messner & Musto,
2015).

Attendance at Women’s Sporting Events
Professional and collegiate women’s sports
Sporting event attendance, also referred to as sport consumptive behavior
according to Shank (2005), is important across all sports as spectators are an essential
aspect of the atmosphere (Snipes & Ingram, 2007). As Hallmann (2012) maintained, an
excited and enthusiastic crowd at a women’s sporting event increases the intention to
attend. However, over the past two decades, the attendance at the Women’s National
Basketball Association’s (WNBA) tournament has seen a steady decline (Edelman &
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Harrison, 2008). During the 1997-98 season, the average attendance was 10,869
spectators per game, but it fell to an average of 7,490 in 2006 (Edelman & Harrison,
2008). The 2008 season saw an increase in attendance for most WNBA teams after a new
franchise opened in Atlanta (Harrison & Secarea, 2010). However, little research has
been conducted on professional and intercollegiate WSEA.
While generally men’s sports have higher attendance than women’s sports across
all levels (Shackelford & Greenwell, 2005), it may differ based on the characteristics of
the sport and be influenced by the motivation factors (Wann, 1995). For example, Wann,
Lane, Duncan and Goodson (1998) found that sport fans who were married or had
children attend nonaggressive sports based on family motivation. Moreover, the aesthetic
value is of high importance for individual sports, while motivation factors of “eustress,
self-esteem, group affiliation, entertainment and family” apply for most team sports
(Wann, Grieve, Zapalac & Pease, 2008, p. 6).

Motivation
Many factors could affect WSEA; for example, motivation could have a positive
impact while constraints or barriers would be negative. According to Kim and Trail
(2010), motivation factors may be effective in predicting sporting event attendance and
behavioral intentions.
The Sport Fan Motivation Scale (SFMS) developed by Wann (1995), which is
commonly used in studies of fan motivation for sporting event participation, categorized
motivation factors into the eight categories of eustress, self-esteem, escape, entertainment,
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economic, aesthetic, group affiliation, and family (Wann, 1995). Eustress is the domain
associated with the enjoyment fans experience while watching sports due to physiological
stimulation. Sport fans with this motivation factor obtain satisfaction from the excitement
and arousal caused by watching sports (Wann, 1995). Self-esteem is a common sport fan
motivation. Sport fans feel better about themselves through sports participation, their
motivation being grounded in the feelings of accomplishment and achievement they
experience when their favorite team succeeds (Wann, 1995; Wasserberg, 2009; Mcdonald,
Milne & Hong, 2002). Escape motivates sport fans because they can leave their daily
routines and forget about their problems while they are watching sports (Wann, 1995).
By attending a sporting event, fans are distracted from their worries, meaning their stress
level is reduced (Mcdonald, Milne & Hong, 2002). Entertainment, as defined by Wann
(1995), suggests that sport spectating is a pastime similar to going to a movie or an
amusement park. Group affiliation motivates fans to attend sporting events because of
their desire to be with others, maintaining social contacts, to share experiences with other
fans who support the same team, and to fulfill the need for social belongingness (Wann,
1995). In addition, sports fans feel attached with others, becoming “a college, a
community or even a nation” (Wann, Schrader & Wilson, 1999, p. 115). Aesthetics sees
sports such as gymnastics and diving as art, motivating fans to attend because the athletes
show artistic expression and beauty through their athletic performance (Mcdonald, Milne
& Hong, 2002). Family, similar to group affiliation, motivates fans because they want to
spend time with their families while watching sports (Wann, 1995). According to Wann,
Lane, Duncan and Goodson (1998), sport fans who are married or have children attend
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nonaggressive sports, probably because of this motivation factor. Finally, the economic
motivational factor involves fans who are more interested in profits rather than watching
an event; these fans are motivated by potential economic gains, participating in sport
spectating simply for monetary rewards (Wann, 1995).
Previous study have used SFMS to examine the relationship between sport fan
motivation and ethnic identity (Al-Thibiti, 2004), the psychology of consumer behavior,
the attitude and motivation of sport spectators (Zorzou, Zorzou, Laios, Bebetsos,
Kobodietas & Apostolidis, 2014), and the comparison of sport fandoms among countries
and races (Amstrong, 2002; Lee, Shin & Shinchi, 2010; Kaplan & Langdon, 2012).
Within these motivation factors, Wann, Schrader and Wilson (1999) found that female
sport spectators have lower motives of eustress, self-esteem, entertainment and aesthetic
but higher family motives. In addition, spectators may be motivated to attend men’s and
women’s sporting events for different reasons. Funk, Ridinger and Moorman (2000)
found that spectators who attend Women’s National Basketball tournaments (WNBA) are
motivated because it is an opportunity to support women in athletics. Furthermore, Kim
and Ko (2010) found that entertainment has a significant positive influence on the
behavior of spectator’s consumption of collegiate women’s basketball events. Although
motivation can explain the event attendance, however, there are other factors that
influencing or prevented spectator’s attendance (Trail & Kim, 2011).
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Constraints
Leisure constraints were initially proposed by Crawford and Godbey (1987), with a
more detail explanation presented by Crawford, Jackson, and Godbey (1991). Leisure
constraint theory proposes that each individual’s decision-making about whether to
participate in a leisure-related activity is restricted by three dimensions of constraints,
intrapersonal, interpersonal, and structural. The conceptual definitions of each type as
explained by Crawford and Godbey (1987) are as follows:

1. Intrapersonal constraints. Individual psychological states and attributes which
interact with leisure preferences, rather than intervening between preference and
participation. Examples include stress, depression, anxiety, religiosity, relative
and nonrelative reference group attitudes, prior socialization into specific
activities, and subjective appropriateness and availability of different leisure
activities (p. 122).
2. Interpersonal constraints. Conceived to be the result of relationships between
people (e.g., family, friends) that may affect both preference for, and subsequent
participation in a leisure activity. They may also include interactions with a
spouse or the lack of a suitable partner (p. 123).
3. Structural constraint. Represents constraints as they are commonly
conceptualized, as intervening factors between leisure preference and
participation. Examples of structural barriers include family life-cycle stage,
family financial resources, season, climate, the scheduling of work time,
availability of opportunity (and knowledge of such availability), and reference
group attitudes concerning the appropriateness of certain activities (p. 124).

Previous studies have found several constraints that influence sporting event
attendance, including financial costs such as ticket prices, weather conditions (Hansen &
Gauthier, 1989), and types of sport entertainment (Baade & Tiehen, 1990). Moreover,
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Curi, Dart and Giesemann (2014) found that the typical constraints for undergraduate
students for attending collegiate sporting events are lack of interest and time: 15.1% of
students would rather spend time doing something else, and 14.5% do not have time to
attend. Therefore, even though a person is motivated to attend women’s sporting events,
one or more constraints may influence their decision to do so.

Constraint negotiation through social media
A process that mitigates barriers or constraints and initiates participation is
defined as a constraint negotiation (Manell & Loucks-Atkinson, 2005). This constraint
negotiation process could be considered as strategies or resources (Manell & LoucksAtkinson, 2005). For example, technological advances such as computer chat and
videoconferencing offer negotiators more communication options through social media
(Purdy, Nye & Balakrishnan, 2000), in part because text-only negotiations though
electronic communication are not bounded by physical constraints (McGinn & Croson,
2004) unlike face-to-face negotiations (McGinn & Croson, 2004). While distance
increases the difficulty in direct negotiations, electronically mediated negotiation (enegotiation) provides a more open environment for such communication (Galin, Gross &
Gosalker, 2007). Moreover, Galin, Gross and Gosalker (2007) found no difference
between face-to-face negotiation and e-negotiation, with e-negotiation offering newer and
better options. In addition, social media and e-communication narrow the distance
between friends and strangers (Gilbert & Karahalios, 2009).
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Moreover, social media has the capability to publicize the less popular sports and
develop fan interest in them. According to Gibbs and Haynes (2013), Twitter has
equalized the hierarchy of sports and currently is the most influential social media
platform. In addition, social media gives athletes, teams and athletic departments an
additional way to interact with fans, have a better understanding of the fans’ perspectives
(Clavio & Walsh, 2014), and have increased opportunities to build and maintain a
strong relationship with fans (Wallace, Wilson & Miloch, 2011). Because of these
attributes, sport fans can use social media as a constraint negotiation resource to
communicate with others.

Attendance at women’s sports
Attendance at women’s sporting events at the collegiate level is increasing every
year, although it is still lower than for men’s sports (Shackelford & Greenwell, 2005) for
several reasons. Previous work has found that the higher the entertainment value of a
women’s basketball event, the more spectators it attract (Kim & Ko, 2010). Moreover,
team performance, defined as the home team’s winning percentage, also influences
spectator attendance (Kim & Ko, 2010; Whitney, 1988). Previous studies have found this
predictor is applicable for various levels and types of sports, including major league
professional sports (Pan, Zhu, Gabert & Brown, 1999), minor league professional sports
(Branvold, Pan, & Gabert, 1997) and intercollegiate sports (DeSchriver, 1999; Wells,
Southall & Peng, 2000). According to Shackelford and Greenwell (2005), the winning
percentage of a previous season can significantly predict WSEA; i.e., the better the
winning record from the previous season the higher the attendance for the next.
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Furthermore, Funk, Ridinger and Moorman (2000) found that spectators attend women’s
sporting event because watching and cheering for women’s sports is an opportunity to
support females. Based on these findings concerning attendance (Kim & Ko, 2010; Funk,
Ridinger & Moorman, 2000; Shackelford & Greenwell, 2005), collegiate WSEA has the
potential to continue increasing its attendance in the future.

Situational Context
Women’s sports in NCAA
While colleges and universities may have good attendance at and revenues from
men’s sport programs, most have difficulty attracting spectators to women’s sporting
events (Shackelford & Greenwell, 2005). Even though many schools provide
scholarships to female athletes, the majority only generate more revenue than cost from
football and men’s basketball, while other sports rarely cover their own expenses (Fulks,
1996). For example, in 2009, across NCAA Division I schools, men’s basketball earned
$336 million in net revenue, while women’s basketball lost $135 million (Rosas &
Orazem, 2014). However, collegiate women’s sports programs have the ability to
increase their spectator attendance and, hence, their revenues as evidenced by the fact
that some programs are seeing an increase in every year (Chen, 2010). While the majority
of the studies are focused on men’s sporting event attendance, a few have investigated
the external factors affecting WSEA (Shackelford & Greenwell, 2005), with results
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indicating revenue being the most important factor for increasing attendance, followed by
campus excitement and student involvement (Greenwell & Armstrong, 2002).

Clemson University
Clemson University, founded in 1889, is an NCAA Division I institution
(Clemson University, 2015). In 2002, Clemson University created a sportsmanship
initiative, Solid Orange: It’s About Pride, a program that emphasizes the university’s
“tradition, performance, people, and each other” and works to develop a spirit of unity at
the university (Dodd, 2013). In order to develop this mission of the Solid Orange
Program, the university encourages attending sporting events.
In 2014, Clemson University had the highest athletic revenue of all Atlantic
Coast Conference (ACC) schools, realizing a total revenue of approximately $21.3
million, $19.9 million of which was from ticket sales (USA Today, 2015) generated from
football, men’s basketball, women’s basketball, baseball and men’s soccer (Clemson
University Athletic, 2015). According to the Clemson University Athletic Department’s
(2015), the home game attendance for the revenue sports (e.g. football, men’s basketball)
for the 2014-2015 season was higher than for the non-revenue programs (e.g. tennis,
volleyball) (Table 1). Although many NCAA Division I institutions are looking for ways
to enhance their athletic revenues (Shackelford & Greenwell, 2005), James and Ross
(2004) maintain that generating ticket sales from non-revenue sports is one option for
gaining this additional revenue. According to Table 1 showing the available average
home game attendance records for each sport program at Clemson University (Clemson
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University Athletic, 2015), women’s sporting events have generally much lower average
home game attendance than the men’s. As these data suggest, Clemson University faces
the challenge of unbalanced sporting event attendance between the men’s and women’s
sport programs (Money et al., 2011).

Table 1. Average home game attendance of Clemson University athletic programs in
2014-15 season
Men
Women
Football

81,752

Basketball

7,635

Baseball

4,251

Soccer

1,895

Volleyball

Unknown
60

Track and Field
Diving

784
856

Rowing
Tennis

788

45

400
(Men’s and women’s track and field combined event)
125

Promotion
Previous research has found constraint negotiation helpful for reducing spectator
barriers and limitations (Hubbard & Mannell, 2001; Manell & Loucks-Atkinson, 2005).
To attract more people to sporting events, communication strategies should be designed
to be competitive rather than recreational or relaxing (Lera-Lopez & Rapun-Garate,
2011). As explained by Wallace, Wilson and Miloch (2011), athletic departments at
colleges and universities should promote and build connections with fans through social
media, important because according to Cooper (2009) sport media have an important
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impact on sport consumption and participation for college athletic programs. However,
sport teams need to use social media appropriately and actively to enhance social
interaction with fans, to promote ticket sales, and to construct a better online experience
(Coyle, 2010).
The Clemson University Athletic Department has several promotional strategies
for encouraging people to attend the sporting events, for example, free products (e.g. tshirt, scarf), free food (e.g. pizza, hot chocolate), points collection (e.g. attend sporting
events to receive points that can be redeemed for various rewards), half-time shows (e.g.
Tiger Band, Cheer Leading) and half-time fun games (Clemson University Athletic,
2015). In addition, the Athletic Department promotes sporting events on its official
website, and each sport program has its own web page which provides general
information about the team including the roster, schedule, event results and news. The
programs also have official social media accounts like Facebook, Twitter and Instagram
(Clemson University Athletic, 2015). In 2015, approximately 209.3 thousand people have
“liked” on the Clemson University Athletic Facebook account, 101.2 thousand follow
Clemson Athletic Twitter, and 69.2 thousand follow on Instagram (Clemson University
Athletic, 2015). Each social media web page of the Clemson University Athletic
Department promotes upcoming events, updates live results, and posts short videos of
athletes’ performances as well as stories of the student athletes and teams (Clemson
University Athletic, 2015).
Based on previous studies that have concluded that social media is an important
tool for athletic programs (Wallace, Wilson & Miloch, 2011), the Clemson University
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Athletic Department should work on attracting more followers on its official social media
web pages and on focusing people’s attention on each update by using different
promotion strategies, especially for sport programs with low attendance rate such as
women’s sporting events. Furthermore, the largest population at Clemson University is
undergraduate students (Clemson University, 2015). Among these students’ social media
usage, 35.2% follow more than five sport organizations on Twitter, and 51.9% have
interacted with a sport organization via Twitter (tweeted favorite, re-tweeted or been
mentioned) (Johns, 2015). Promoting women’s sporting events to undergraduate students
through social media has the potential to generate higher WSEA at Clemson University.

Models of the Constraint Negotiation Process
Hubbard and Mannell (2001) proposed four models for the constraint negotiation
process—i.e. the interrelationship among motivation, constraints and constraint
negotiation and their influence leisure participation--the independence model, the
negotiation-buffer model, the constraint-effects-mitigation model, and the perceivedconstraint-reduction model (Figure 3). As Hubbard and Mannell (2001) developed and
tested these models, they found it useful to begin with a relatively simple one looking at
the independent influence of motivation, constraints and constraint negotiation on leisure
participation, i.e. the independence model.
As little research has been done on the constraint negotiation process and its
influence on collegiate WSEA, this study followed the lead of Hubbard and Mannell’s
(2001) and used their independence model to begin research on the influence of

31

motivation, constraints and constraint negotiation on intention for WSEA. Furthermore,
this study explored in detail the different dimensions of motivation, constraints and
constraint negotiation and their influence on intention to attend women’s sporting events.

Figure 3. Hubbard and Mannell’s (2001) constraint negotiation
models that present different interrelationship among
motivation, constraints, constraint negotiation and
leisure participation
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CHAPTER THREE
METHOD

Overview
This study focuses on the women’s sport programs at Clemson University, which
include basketball, cross-country, diving, golf, rowing, soccer, tennis, track and field, and
volleyball (Clemson University Athletic, 2015). Each of these sport programs, which
average three to five months of regular season competition during the year, competes
either at Clemson University (except golf) or away. However, data indicate that
attendance at these events is low (Money et al., 2011). To address this issue, this study
examined the influence of undergraduate student motivation, constraints and constraint
negotiation via social media on the intention to attend women’s sporting events at
Clemson University using an online survey delivered via email to Clemson
undergraduate students. This study was approved by the Institutional Review Board (IRB)
at Clemson University to ensure that appropriated measures were taken to protect the
human rights and welfare of its participants (See Appendix A).
The use of an online survey via email has advantages and disadvantages, one of
the latter being a relatively lower response rate than that obtained from other survey
modes such as mail or telephone (Dillman, 2014). Moreover, an email survey invitation
may be ignored by participants due to their busy schedules, in this case their academic
schedules, as well as the large number of emails they receive per day (Dillman, 2014). On
the other hand, one of the advantages of such a mode of delivery is that it is cost-effective
and efficient (Dillman, 2014). Moreover, undergraduate students at Clemson University
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have access to the Internet via personal mobile phones, personal computers and
computers on campus. In addition, the researcher could stratify the participants by using
an online/email survey, important because the population of this study includes freshmen,
sophomores, juniors and seniors at Clemson University.
This study examining how motivation, constraints, and constraint negotiation
affect Clemson undergraduate intention to attend collegiate women’s sporting events is
based on Hubbard and Mannell’s (2001) independence model. The study incorporated
within the independence model eight dimensions of motivation (eustress, self-esteem,
escape, entertainment, economic, aesthetic, group affiliation, and family), three
dimensions of constraints (intrapersonal, interpersonal and structural), and three
dimensions of constraint negotiation for the use of social media (redeeming value, shared
interest, and business and organizations) (Figure 4). Based on this model, the
questionnaire was designed using three Likert-scales, the Sport Fan Motivation Scale
(Wann, 1995), the Leisure Constraints Scale (Liang & Walker, 2011), and the Social
Media Affinity Scale (Gerlich, Browning & Westermann, 2010), all measured from 1
indicating strongly disagree to 7 strongly agree. In addition, the questionnaire also
included a Likert-scale with 1 indicating extremely unlikely to 7 extremely likely to
measure the intention to attend Clemson women’s sporting events in the upcoming year,
and a section of demographic information (See Appendix B).
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Figure 4. The influence of motivation, constraints and constraint negotiation
dimensions on the intention to attend women’s sporting event
Population and Sample Size
The study population is Clemson University undergraduate students enrolled in
the 2015 Fall Semester. According to the Office of Institutional Research (OIR) (2015) at
Clemson University, 17,740 undergraduate were enrolled that semester. Given the goals
of this study, a relative sample size of 384 completed questionnaires was needed (Babbie,
2010). To determine this relative sample size, this study used the following formula to
estimate the proportions of the sample size of this study (Tull & Hawkins, 1980, p.419).
𝑛=

𝑍 2 [ 𝑝 (1.0 − 𝑝) ]
(𝑒)2

where n represents the sample size; Z, the confidence level of sample size estimation; p,
the estimated proportion of the study population; and e, the marginal error. This study
assumes a marginal error of (e) = +.05, a confidence level of 95% (Z=1.96), and an
estimated population proportion of (p) = .5, the result indicating a sample size (n) of 384.
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𝑛=

1.962 [ .5 (1 − .5) ]
. 052
n = 384

Assuming a lowest survey response rate of 20%, it was determined that
approximately 1,900 names were needed. As a result, a list of a stratified proportionate
random sample of 2,100 undergraduate students (100 students for the beta test, and 2,000
students for the full test) was requested from the OIR at Clemson University in August
2015.

Pretest
This study conducted a pretest, administering a paper survey to approximately 60
undergraduate students enrolled in sections one and two of PRTM 3430--Spatial Aspects
of Tourism Behavior taught by Dr. William Norman in Fall 2015. Based on the feedback
from these participants, the questions were revised to provide a comprehensive
questionnaire for study. In addition, the researcher also timed each participant to
determine an average time of completion for the survey.
The preliminary analysis of the results indicated that the frequencies, means and
standard deviations of each item were appropriately varied and that no individual specific
item exhibited a high missing value. Moreover, the internal reliability of the items from
each scale was computed by calculating the Cronbach alpha (Churchill, 1979), the results
finding Cronbach alphas of .77 (Leisure Constraint scale), .89 (Social Media Affinity
Scale), and .97 (Sport Fan Motivation Scale), all of which were above the cut off value
of .70 recommended by Nunnally (1967). Furthermore, the participants from the pretest
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indicated the questionnaire was easy-to-follow, taking an average of 10 to 15 minutes to
complete. However, they also found a few confusing questions as well as a few typos; all
of these questions were reworded and/or corrected for the full study.

Beta Test
After the pretest, a beta test was conducted to ensure the process for delivering the
questionnaire would go smoothly, checking, for example, if the email could be delivered
to the undergraduate students successfully and if participants were able to complete the
online survey through Qualtrics. For this beta test, a list of 100 undergraduate students
including their names, email addresses and levels of enrollment was requested from the
OIR at Clemson University. This list of 100 undergraduate students was stratified by the
OIR to include 25 freshmen, 25 sophomores, 25 juniors and 25 seniors enrolled in the
2015 Fall semester at Clemson University. These 100 students were not included in the
sample for the full study. One email inviting these 100 students to participate in the
survey and two follow-up emails were sent (see Appendix C), with nine questionnaires
being completed for a final response rate of 9.0%. Moreover, based on the beta test
results, the participants were able to receive the email survey invitation and complete the
questionnaire online in an average of 15 to 20 minutes.

Data Collection Procedures
Subsequently, the researcher requested a stratified (500 freshmen, 500
sophomores, 500 juniors and 500 seniors) sample list of 2,000 undergraduate students,
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including their names, email addresses and levels of enrollment from the OIR at Clemson
University. The questionnaire was designed on Qualtrics, software that enables
researchers to collect data through the Internet in addition to allowing them to send a link
to the questionnaire in an invitation email. This study used Dillman’s (2014) survey
procedure of three email contacts: a) one with the invitation and the link to the online
questionnaire; b) a follow-up thank you/reminder email; and c) a final contact. After the
deadline for responding to the survey, the researcher randomly selected 200 nonrespondents, sending them one final email (see Appendix D) with an abbreviated version
of the questionnaire to persuade the non-respondents to participate (see Appendix E).
According Dillman (2014), offering incentives to encourage participants to complete
surveys has the potential to increase the response rate. Therefore, this study offered a fifty
dollar cash card incentive to encourage students to complete the online questionnaire.
After the survey closed, the researcher selected one student who completed the
questionnaire to receive this incentive.

Survey Instrument
Based on Hubbard and Mannell’s (2001) independence model, this study focused
on four constructs, motivation, constraints, constraint negotiation via social media, and
intention to attend women’s sporting events at Clemson University. The questionnaire
examined students’ motivation for attending collegiate women’s sporting event, their
constraints affecting this attendance, the use of social media as a tool to negotiate
constraints, and the students’ intention to attend collegiate women’s sporting events at
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Clemson University. Data collection was conducted through the questionnaire that
included three Likert-scales (i.e., the Sport Fan Motivation Scale, the Leisure Constraints
Scale, and Social Media Affinity Scale), one section of close-ended dichotomous
questions, and one section of close-ended questions asking for demographic information.
The first Likert-scale used a modified version of the Sport Fan Motivation Scale
(SFMS) developed by Wann (1995) to examine undergraduate students’ motivations for
WSEA. This scale includes eight dimensions that motivate sport fans, “eustress, selfesteem, escape, entertainment, economic, aesthetic, group affiliation, and family” (Wann,
Schrader & Wilson, 1999, p. 114). Eustress involves a sport fan seeking physiological
stimulation and finding enjoyment through watching sports, while the self-esteem factor
involves a person feeling better about himself/herself while participating in sports events
(Wann, 1995). Escape indicates that watching sports helps fans to get out of their daily
routines and forget about their problems, and entertainment focuses on watching sports
as a pastime similar to going to a movie or an amusement park (Wann, 1995). Group
affiliation indicates the desire for social interaction, meaning fans attend an event to
develop or maintain their social contacts (Wann, 1995), while aesthetics includes the
value of the artistic expression and beauty of athletic performance (Mcdonald, Milne &
Hong, 2002). Family suggests that fans enjoy spending time with their families at
sporting events, and finally, economic suggests that fans are more interested in monetary
rewards rather than watching the event (Wann, 1995).
The modified version of the SFMS used here allowed for a comprehensive
understanding of the motivating dimensions of undergraduate students attending
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collegiate women’s sporting events as each question was modified as needed by this
study. Table 2 presents the 34 items of the eight SFMS motivation dimensions and their
respective questions used to explore the psychological components impacting
undergraduate students’ decision-making concerning whether to attend a women’s
sporting event at Clemson University.
Table 2. Questions for the 34 Items of Sport Fan Motivation Scale
Item number and question
Escape
1

One of the main reasons that I watch, read about and/or discuss Clemson
women’s sports is doing so gives me the opportunity to temporarily escape life’s
problems.

14

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is doing so allows me to forget about my problems.

15

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is because it’s like daydreaming and takes me away from life’s
hassles.

34

Watching Clemson women’s sports at the end of the day helps me wind down,
relax, and forget about school or work for a while.
Self-esteem

2

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is doing so makes me feel as though I am a better person.

13

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is doing so makes me feel good when my team wins.

10

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is when my team achieves something I feel as though I have
achieved something.

18

I enjoy watching, reading about, and/or discussing Clemson women’s sports
because it increases my self-esteem.

26

My favorite Clemson women’s sport team’s successes are my successes and their
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losses are my losses.
Group affiliation
3

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is doing so allows me to belong to various groups.

11

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is I like the group affiliations I get from sports.

12

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is because most of my friends are sports fans.

7

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is that I am the kind of person who likes to be with other people.

19

I enjoy watching, reading about, and/or discussing Clemson women’s sports
more when I am with a large group of people.
Eustress

5

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is I get pumped up when I am watching my favorite teams.

9

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is I enjoy being physiologically aroused by the competition.

16

I enjoy watching, reading about, and/or discussing Clemson women’s sports
because I enjoy the suspense I feel when doing so.

22

I enjoy watching, reading about, and/or discussing Clemson women’s sports
because of the feelings of tension and anxiety I experience when my favorite
teams are competing.

31

I like to watch, read about, and/or discuss Clemson women’s sports because of
the stimulation I get from watching Clemson women’s sports.
Aesthetic

6

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is for the artistic value.

8

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is I enjoy the beauty and grace of sports.

24

To me watching Clemson women’s sports is similar to watching a play or a
movie.
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21

I enjoy watching, reading about, and/or discussing Clemson women’s sports
because to me sports are a form of art.

17

I enjoy watching, reading about, and/or discussing Clemson women’s sports
because Clemson elite female athletes perform in the same way as other great
artists such as musicians, dancers, actors, and actresses that I like to watch.
Entertainment

20

I enjoy watching, reading about, and/or discussing Clemson women’s sports
because of their entertainment value.

27

To me sports serve as a diversion from the rest of my life.

23

I enjoy watching, reading about, and/or discussing Clemson women’s sports
simply because it is a good time.

25

To me watching Clemson women’s sports is simply a form of recreation.

28

I like to watch, read about, and/or discuss Clemson women’s sports simply
because it is a fun thing to do.
Family

30

I like to watch, read about, and/or discuss Clemson women’s sports because
doing so gives me an opportunity to be with my significant others.

29

I like to watch, read about, and/or discuss Clemson women’s sports because
doing so gives me an opportunity to be with my family.
Economic

4

One of the main reasons that I watch, read about, and/or discuss Clemson
women’s sports is I can bet on the sporting events.

33

To me sports are enjoyable only if I can bet on the outcome.

32

To me making a wager is the most enjoyable aspect of being a sports fan.

The second Likert-scale was a modified version of Liang and Walker’s (2011)
Leisure Constraints Scale that measures the importance of each constraint, (a)
intrapersonal, (b) interpersonal, and (c) structural, for undergraduate students. Table 3
presents the 23 items of these three leisure constraint dimensions, with 18 items stated in
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the positive and four in the negative. These four items were reverse-coded in the
statistical analysis (labeled as R). This modified version of Liang and Walker’s (2011)
Leisure Constraints Scale was used to explore the constraints that limited undergraduate
students’ WSEA at Clemson University.
Table 3. Questions for the 23 items of the Leisure Constraints Scale
Item number and question
Intrapersonal constraint
22

It would be enjoyable to start attending Clemson women’s sporting events. (R1)

16

I am less likely to attend Clemson women’s sporting events if the people who
are important to me would not approve of my attending such events.

21

It would be bad for me to start attending Clemson women’s sporting events.

20

It would be foolish for me to start attending Clemson women’s sporting events.

23

I have little control over starting to attend Clemson women’s sporting events.

19

It would be useful for me to start attending Clemson women’s sporting events.
(R)

17

It would be pleasant for me to start attending Clemson women’s sporting
events. (R)

18

I am confident that I can start attending Clemson women’s sporting events. (R)
Interpersonal constraint

9

I am less likely to attend Clemson women’s sporting events if the people who
are important to me live too far away to attend them with me.

10

I am less likely to attend Clemson women’s sporting events if the people who
are important to me do not have enough time to attend them with me.

11

I am less likely to attend Clemson women’s sporting events if the people are
important to me cannot skip work/class to attend them with me.

12

I am less likely to attend Clemson women’s sporting events if the people who
are important to me do not have enough knowledge of the sport to attend them
with me.
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13

I am less likely to attend Clemson women’s sporting events if the people who
are important to me cannot find a ride to attend them with me.

14

I am less likely to attend Clemson women’s sporting events if the people who
are important to me do not have a car to get to Clemson to attend them with me.

15

I am less likely to attend Clemson women’s sporting events if the people who
are important to me have work/homework to do and cannot attend them with
me.
Structural constraint

4

I am less likely to attend Clemson women’s sporting events if I do not have a
car to get to them.

7

I am less likely to attend Clemson women’s sporting events if I cannot find a
ride to them.

1

I am less likely to attend Clemson women’s sporting events if I have to skip
work and lose part of my pay.

6

I am less likely to attend Clemson women’s sporting events if the event is too
far away.

2

I am less likely to attend Clemson women’s sporting events if the event is too
crowded.

3

I am less likely to attend Clemson women’s sporting events if I have too much
homework and/or exams to prepare for.

8

I am less likely to attend Clemson women’s sporting events if I do not have
enough time to go.

5

I am less likely to attend Clemson women’s sporting events if I do not have any
knowledge of the sport.

1

R represents the items that were recoded for analysis
The third Likert-scale used a modified version of Gerlich, Browning and

Westermann’s (2010) Social Media Affinity Scale (SMA Scale) to measure current
undergraduate students’ social media use, beliefs and frequency. The questions reflect the
three social media usage dimensions of (a) redeeming value, (b) shared interests, and (c)
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businesses and organizations. Redeeming value measures the personal value of social
media usage, while shared interest measures the effect of sharing interests with other
social media users, and business and organizations measures if a social media site could
be an important component for promoting Clemson women’s sporting events.
Table 4 presents the 13 items of the three dimensions of social media usage and
belief in relation to the questions. This modified version of Gerlich, Browning and
Westermann’s (2010) SMA scale was used to explore the importance of social media to
undergraduate students’ WSEA at Clemson University.
Table 4. Questions for 13 Items of the Social Media Affinity Scale
Item number and question
Redeeming value
2

I learn a lot by reading about Clemson women’s sports news on social media.

4

It is important to spend much time maintaining and/or reading about Clemson
women’s sport-related news/comments on social media.

5

It is important for students to have their own social media sites on which they can
tell about their experience while attending Clemson women’s sporting events.

6

I want to read about the experiences of my friends and/or family members at
Clemson women’s sporting events on their social media.

10

I care about what other Clemson women’s sport fans are doing on social media.

12

Social media could be an effective communications tool for Clemson women’s
sport fans.
Shared interest

1

Social networks are a good way for students to stay in touch with others about
their experiences at Clemson women’s sporting events.

3

Social media allows people interested in Clemson women’s sports to stay
connected.
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8

Social media is a good tool for building online communities of people who share
an interest in Clemson women’s sports.
Business and organizations

7

Potential and/or current students may use information about Clemson women’s
sporting events found on social media to make decisions about whether to attend.

11

Social media increases the need for knowledge about Clemson women’s sports
for students.

9

Social media has the potential for promoting Clemson women’s sporting events.

Survey Questions
In addition to the model constructs, a set of questions was asked to measure
student intention to attend women’s sporting events, student awareness of each of the
women’s sport programs, and demographic information. A Likert-scale was used to
measure the intention to attend each collegiate women’s sporting event at Clemson
University. Questions were phrased as how likely are you to attend the following
Clemson sporting events (e.g. women’s basketball, women’s tennis, etc.), based on a
scale of 1 extremely unlikely to 7 extremely likely. Table 5 shows the questions
examining undergraduate student intention to attend women’s sporting events at Clemson
University.
Table 5. Questions about intention for attending women’s sporting events at Clemson
University
How likely are you to attend the following Clemson women’s sporting events?
1-Extremely unlikely, 2-Unlikely, 3-Somewhat Unlikely, 4-Neutral, 5-Somewhat
likely, 6- Likely, and 7- Extremely likely
Basketball

1

2

3
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4

5

6

7

Cross-country

1

2

3

4

5

6

7

Diving

1

2

3

4

5

6

7

Golf

1

2

3

4

5

6

7

Rowing

1

2

3

4

5

6

7

Soccer

1

2

3

4

5

6

7

Tennis

1

2

3

4

5

6

7

Track and field

1

2

3

4

5

6

7

Volleyball

1

2

3

4

5

6

7

The fifth Likert-scale measured the respondents’ past experiences of attending
collegiate women’s sporting events at Clemson University. Table 6 provides the
questions asking how frequently the participants attended the following Clemson
women’s sporting events since they have been at Clemson, based on a scale of 1 never to
7 very frequently.
Table 6. Questions concerning past experiences while attending women’s sporting events
at Clemson University
How frequently you have attended the following Clemson women’s sporting events?
1-Never, 2-Rarely, 3-Occasionally, 4-Sometimes, 5-Frequently, 6- Usually, and 7- All
the time
Basketball
1
2
3
4
5
6
7
Cross-country

1

2

3

4

5

6

7

Diving

1

2

3

4

5

6

7

Golf

1

2

3

4

5

6

7

Rowing

1

2

3

4

5

6

7
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Soccer

1

2

3

4

5

6

7

Tennis

1

2

3

4

5

6

7

Track and field

1

2

3

4

5

6

7

Volleyball

1

2

3

4

5

6

7

Moreover, a section of close-ended dichotomous questions were used to examine
whether undergraduate students were aware of the women’s sport programs at Clemson
University. The questions asked the respondents to indicate if they were aware of
Clemson University women’s sport teams (e.g. women’s tennis, volleyball, etc.) (Table
7).
Table 7. Questions concerning awareness of women’s sport programs at Clemson
University
Please indicate if you are aware of Clemson University women’s sport teams.
Women’s Sport

Yes

No

Basketball
Cross-country
Diving
Golf
Rowing
Soccer
Tennis
Track and field
Volleyball

Lastly, a section of close-ended questions asked for participants’ demographic
information including gender, school enrollment, ethnicity and community engagement
(Table 8).
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Table 8. Demographic questions for the respondents
Demographic questions

Response choices

Gender

Male, Female

Ethnicity

White / Caucasian, Pacific Islander, Hispanic / Latino, Asian,
American Indian / Native American, Black / African
American, Other

Academic year

Freshman, Sophomore, Junior, Senior

Registration status

In-state student, Out-of-state student

Semesters attended

Fall 2012, Spring 2013, Fall 2013, Spring 2014, Fall 2014,
Spring 2015

College of enrollment

AFLS, BBS, HHD, CES, AAH, EDU

Club/ organization

Sport Club, Fellowship of Christian Athletes, Greek Life,
Student Event Planner Association, ClemsonLive, I am not in
any club/organization, Other

Reliability and Validity
Data instruments can face several reliability issues because of researcher bias. For
example, the researcher’s bias may influence the development of the survey
development. To address this issue, the pretest used here helped to ensure the questions
asked were necessary and were designed appropriately. Moreover, this study found the
Cronbach’s alpha for each item and dimension to measure reliability. Cronbach’s alpha,
the average value of the reliability coefficients, tests how closely related a set of items are
as a group. These coefficients were calculated for the perceived usefulness of the
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subscales for each independent construct, motivation, constraints and constraint
negotiation (see Chapter Four).
This study designed the questionnaire based on three existing scales, SFMS
(Wann, 1995), the Leisure Constraints Scale (Liang & Walker, 2011), and the SMA scale
(Gerlich, Browning & Westermann, 2010), and one scale developed by the researcher
that measured intention of women’s event attendance. To ensure the validity of the
questionnaire, a preliminary version of the survey instrument and cover letter were
reviewed by experts in the research field. These reviewers included faculty from Clemson
University’s Department of Park, Recreation, and Tourism Management, and an
administrator from the Institutional Review Board (IRB) at Clemson University.
Furthermore, the validity and reliability of each scale has been tested and has been widely
used by previous studies. First, Wann’s (1995) SFMS has been tested and was used to
measure sport fans’ motivation in such studies as Wann, Schrader and Wilson (1999),
Armstrong (2002), Al-Thibiti (2004), Hu and Tang (2010), Lee, Shin and Shinchi (2010),
Kaplan and Langdon (2012), Zorzou, Zorzou, Laios, Bebetsos, Kobodietas and
Apostolidis (2014), and Wiid and Cant (2015). Second, Liang and Walker’s (2011)
Leisure Constraint Scale was designed based on previous studies on leisure constraints
(Raymore, Godbey, Crawford & von Eye, 1993). The reliability and validity of this scale
has been tested and widely used by previous studies, including Hawkins, Peng, Hsieh and
Eklund (1999), and Hubbard and Mannell (2010). Third, the SMA Scale was developed
and tested by Gerlich, Browning and Westermann (2010); previous studies have used
this scale to measure college students’ social media usage in public relations (Lewis &
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Nichols, 2012), and the impact of social media worldwide (Lopez, 2014). Finally, this
study developed a scale to measure the intention of WSEA. Although it has not been used
in previous research, it was reviewed by experts in the research field to ensure its validity
and used the Cronbach’s alpha from the preliminary results of the pretest to ensure its
reliability.

Data Analysis
The data analysis used the Statistical Package for the Social Science (SPSS) and
conducted ordinary least squares regression tests to measure the relationship between
each independent construct (motivation, constraints and constraint negotiation) and the
dependent construct (intention of WSEA). Moreover, this study also tested the
relationship between each dimension (eustress, intrapersonal, redeeming value, etc.) of
the independent constructs and the dependent construct (intention of WSEA). This study
measured undergraduate students’ perspectives using the dimensions of motivation-entertainment, escape, economic, group affiliation, aesthetics, self-esteem, eustress and
family—as well as the dimensions of leisure constraints--intrapersonal, interpersonal and
structural; constraint negotiation dimensions (social media)--redeeming value, shared
interests and organizations; and the intention of WSEA at Clemson University. Doing so
allowed for the observation of the interaction effect among the motivations for attending
events, the constraints that deter attendance, the social media affinity values for
negotiating constraints, and the undergraduate students’ intention to attend women’s
sporting events at Clemson University.
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CHAPTER FOUR
RESULTS
Overview
This study analyzed how motivation (eustress, self-esteem, escape, entertainment,
economic, aesthetic, group affiliation and family), constraints (intrapersonal,
interpersonal and structural), and constraint negotiation (redeeming value, shared
interests, and business and organization) influenced undergraduate students’ intention for
WSEA at Clemson University. This chapter provides the sample size, response rate and
descriptive statistics of the participants as well as the reliability test results and the
descriptive statistics for awareness and past experience of WSEA at Clemson University.
This study used the ordinary least squares regression test to analyze the data with a
significant level of .05. This data analysis measures the correlation between the
independent constructs (motivation, constraints and constraint negotiation) and the
dependent construct (intention for WSEA) as well as each dimension of the independent
construct and the intention for WSEA. Each construct was examined on a 7-point scale
with 1 being strongly disagree and 7 being strongly agree. This study used predictive
statistical software SPSS 22.0 to analyze the data.

Sample Size and Response Rate
Based on the sampling strategy discussed in Chapter Three, 2,000 undergraduate
students, a stratified random sample of 500 students per class (500 freshmen, 500
sophomores, 500 juniors, and 500 seniors), was selected for this study based on the list
provided by Clemson University’s OIR. This sample was weighted to match the
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proportion of undergraduate students from each academic year according to the student
enrollment in Fall 2015, information also provided by the OIR at Clemson University.
Two students were subsequently omitted from this list because they had participated in
the pre-test, meaning a total of 455 students participated in this study. The online survey
achieved a 22.8% response rate after one survey invitation email and two follow-up
reminders (Table 9). After these three emails, this study randomly selected 200
undergraduate students who had not completed the questionnaire to receive a nonresponse test, which involved one item from each dimension with two demographic
questions (gender and academic year). This non-response test had a 11% of response rate
(Table 10).
Table 9. Response rate after each survey email for the full test
Date
Email distribution
Responses

294

Response rate of
full test
(%)
14.7

1st follow-up reminder

99

5.0

2nd follow-up reminder

62

3.1

455

22.8

Wed. Oct. 14, 2015

1st email survey invitation

Mon. Oct. 19, 2015
Mon. Oct. 26, 2015
Total

Table 10. Response rate after non-response test survey email
Date
Email distribution
Responses
Mon. Nov. 1, 2015

Email for non-response test

Total

53

22

Response rate
(%)
11.0

22

11.0

Descriptive Statistics of the Respondents
Information concerning academic year, gender, ethnicity, and registration status
were collected from the 455 respondents. However, as not all of the responses were
complete, most of the data were based on 454 respondents. Table 11 presents the
descriptive profile of the respondents’ academic year at Clemson University.
Table 11. Academic year distribution of Clemson University undergraduate students
Academic year
Frequency
Percentage
(%)
Freshman
147
32.4
Sophomore

126

27.8

Senior

94

20.7

Junior

87

19.2

Total

454

100.0

As this table shows, the respondents were divided approximately equally across the
academic years, with 32.4% being freshmen (n=147), 27.8% sophomores (n=126), 19.2%
juniors (n=87), and 20.7% seniors (n=94).
This study weighted the data to match the proportion of undergraduate students
from each academic year based on the information provided by Clemson University’s
OIR. Table 12 shows the undergraduate student enrollment in Fall 2015 at the University.
Based on these data and the respondents used in this study, Table 13 presents the results
of the weighting factors (% population / % in sample). To address disproportional sample
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sizes and adjust the data collected to represent the population from which the sample was
drawn, the weighting factor was used for the statistical analysis in this study.
Table 12. Descriptive statistics for the undergraduate enrollment for Fall 2015 at
Clemson University
Academic year
Frequency
Percentage
(%)
Senior
5,707
32.2
Sophomore

4,498

25.4

Junior

4,266

24.0

Freshman

3,269

18.4

17,740

100

Total

Table 13. Statistical results of the weighting factor for the undergraduate students at
Clemson University
Academic year
Weighting factor
Freshman

.5679

Sophomore

.9137

Junior

1.250

Senior

1.556

Based on weighted data of the 455 respondents, 58.6% were female (n=266) and
41.4% male (n=188) (Table 14). The majority of the respondents (86.1%) were white (n=
391) (Table 15). Furthermore, 68.9% were in-state students (n=313), and 31.1% were
out-of-state students (n=141) (Table 16).
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Table 14. Frequency distribution of Clemson University undergraduate students by
gender
Gender
Frequency
Percentage
(%)
Female
266
58.6
Male

188

41.4

Total

454

100

Table 15. Frequency distribution of Clemson University undergraduate students by
ethnicity
Ethnicity
Frequency
Percentage
(%)
White / Caucasian
391
86.1
Black / African American

27

5.9

Asian

16

3.5

Hispanic / Latino

11

2.4

Other

6

1.3

Pacific Islander

2

.4

American Indian / Native American

1

.2

454

100

Total

Table 16. Frequency distribution of Clemson University undergraduate students by
registration status
Registration status
Frequency
Percentage
(%)
In-state
313
68.9
Out-of-state

141

31.1

Total

454

100
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Based on the weighted data, this study explored respondents’ social attitude
toward club or organization participation at Clemson University, the results finding that
that among the 455 respondents, 24.4% participated in Greek Life (n=111), 16.1% in
sport clubs, 14.5% in Fellowship of Christian Athletes (n=66), and 39.8% defined
themselves as other (n=181) (Table 17).
Table 17. Frequency distribution of Clemson University undergraduate students by club/
organization (check all that apply)
Club/ organization
Frequency
Percentage
(%)
Other
181
39.8
Greek Life

111

24.4

I am not in any club/ organization

107

23.5

Sport club

72

16.1

Fellowship of Christian Athletes

66

14.5

Student event planner association

5

1.0

Clemson Life

2

.5

454

100

Total respondents

This study defined social media as an e-negotiation tool. Table 18 presents the
descriptive statistics of the social media usage in relation to various social media tools for
undergraduate students at Clemson University (for example, Facebook, Instagram and
Twitter). These statistics are based on a scale of 1-Never to 7-Very Frequently. The
results revealed that the most popular social media used by the respondents included
group text messaging (M=5.18), Snapchat (M=5.11) and Facebook (M=5.02), with the
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respondents sometimes using Instagram (M=4.67) and occasionally using Twitter
(M=3.12). However, respondents rarely to never used Pinterest (M=2.57), Vine (M=1.72)
and Periscope (M=1.11).
Table 18. Social media usage by Clemson University undergraduate students
Social media tool
M1

SD

Group text messaging

5.18

1.75

Snapchat

5.11

2.01

Facebook

5.02

1.75

Instagram

4.67

2.24

Twitter

3.12

2.12

Pinterest

2.57

1.85

Vine

1.72

1.31

Periscope

1.11

.57

1

Based on a scale of 1=Never to 7=Very Frequently
This study examined respondents’ awareness of each women’s sport program at

Clemson University. Based on a scale of yes or no, Table 19 presents the frequency
distribution of this awareness, the results indicating the majority of students are more
aware of women’s soccer (90.6%), basketball (89.4%), and volleyball (87.7%) compared
with other women’s sports such as rowing (84.1%), tennis (77.0%), track and field
(69.4%), golf (67.4%), diving (64.2%), and cross country (57.2%). These results suggest
that students are more aware of women’s team sports as the top four were soccer,
basketball, volleyball and rowing than the individual sports of tennis, golf and diving.

58

Table 19. Frequency distribution of Clemson University undergraduate students by
awareness of women’s sport teams at Clemson University
Percentage of awareness
Women’s sport team
Frequency of awareness
(%)
Soccer
411/454
90.6
Basketball

405/454

89.4

Volleyball

398/454

87.7

Rowing

382/454

84.1

Tennis

349/454

77.0

Track & Field

315/454

69.4

Golf

306/454

67.4

Diving

291/454

64.2

Cross country

260/454

57.2

In addition to awareness of each women’s sport program at Clemson University,
this study examined students’ past attendance at women’s sporting events at Clemson
University. Table 20 presents the descriptive statistic of these past experiences based on a
7-point scale of 1-Never to 7-Very Frequently. The results reveal a very low attendance
at women’s sporting events, with the highest attendance being found for soccer (M=2.43,
SD=1.63), volleyball (M=1.97, SD=1.49) and basketball (M=1.87, SD=1.32). These
results indicate that undergraduate students at Clemson University rarely or never attend
women’s sporting events; however, the three sport programs with the highest attendance
(soccer, volleyball and basketball) also recorded the highest awareness, leading to the

59

conclusion that the higher the awareness of a sport team, the higher attendance at its
events.
Table 20. Descriptive distribution of Clemson University undergraduate students by past
attendance at women’s sporting events at Clemson University.
Women’s sport team

M

SD

Soccer

2.43

1.63

Volleyball

1.97

1.49

Basketball

1.87

1.32

Rowing

1.32

.97

Tennis

1.28

.90

Diving

1.23

.79

Track & Field

1.21

.78

Cross country

1.15

.69

Golf

1.10

.46

Statistical Descriptive and Reliability Results for Model Constructs and Dimensions
This study was to explore the relationship between motivation construct,
constraints construct, constraint negotiation construct with the intention of WSEA.
Therefore, the questionnaire was modified based on the SFMS, Leisure Constraint Scale
and SMA Scale to fit the model of this study (Figure 5).
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Figure 5. The influence of motivation, constraints and constraint negotiation
dimensions on the intention to attend a women’s sporting event
To ensure the reliability of each construct addressed by the questionnaire used for
this study, a reliability test was conducted by testing the Cronbach’s alpha of each
construct. This study determined the means and standard deviations for each item of the
motivation dimensions (Table 21).
Table 21. Descriptive statistics for each item of the motivation dimensions
Motivation
M1

SD

Escape
Relax and forget about school or work for
a while.

3.73

1.67

Sports take away life’s hassles.

3.51

1.61

Allows forgetting about problems.

3.48

1.60

Opportunity to temporarily escape life’s
problems

3.17

1.59
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Self-esteem
Feel good when supporting team wins.

5.22

1.42

When my team achieves something, I feel
as though I have achieved something.

4.76

1.60

Favorite team’s successes are my successes
and their losses are my losses.

3.47

1.61

Feel like a better person by watching
sports.

3.10

1.49

Enjoy watching sports because it increases
self-esteem.

3.07

1.48

Personality that likes to be with other
people.

4.98

1.57

Likes group affiliations from watching
sports.

4.71

1.52

Greater enjoyment watching sports with a
large group of people.

4.56

1.67

Most of my friends are sports fans.

4.54

1.69

Allows me to belong to various groups.

3.83

1.65

Get excited by watching favorite team
perform.

5.24

1.65

Enjoy the suspense from
watching/reading/discussing sports.

4.57

1.59

Enjoy being physiologically aroused by the
competition.

4.21

1.76

Enjoy the feelings of tension and anxiety

4.12

1.67

Group affiliation

Eustress
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experienced when favorite teams are
competing.
Likes the stimulation from watching
sports.

3.79

1.66

Enjoy the beauty and grace of sports.

4.93

1.58

Enjoy watching sporting events because
sports are a form of art.

4.20

1.67

Enjoy watching elite athletes perform in
the same way as watching other great
artists such as musicians and dancers.

3.96

1.67

Watching sports is similar to watching a
play or a movie.

3.54

1.60

Watch/read about/discuss sports for the
artistic value.

3.01

1.49

Enjoy watching/reading about/discussing
sports simply because it is a good time.

5.30

1.52

Like to watch/read/discuss sports simply
because it is a fun thing to do.

4.99

1.63

Enjoy sports because of the entertainment
value.

4.78

1.61

Watching sports is simply a form of
recreation.

4.47

1.49

Sports serve as a diversion from the rest of
my life.

3.90

1.73

Aesthetic

Entertainment

Family
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Watching, reading about, and/or discussing
sports gives me an opportunity to be with
my significant others.

3.74

1.76

Watching, reading about, and/or discussing
sports gives me an opportunity to be with
my family.

3.54

1.75

Reason for watching, reading about, and/or
discussing sports is to bet on sporting
event.

2.03

1.39

Making wagers is the most enjoyable
aspect of being a sports fan.

2.03

1.31

Sports are enjoyable only if I can bet on
the outcome.

1.82

1.16

Economic

1

Based on a scale of 1=Strongly disagree to 7=Strongly agree
Table 22 shows the descriptive statistic of the means and standard deviations for

each item in the constraint dimensions. Eighteen of these items were stated in the positive,
with the four in the dimension of intrapersonal constraint being phrased in the negative.
These items were labeled (R) as they were reverse-coded.
Table 22. Descriptive statistics for each item in the constraint dimensions
Constraint
M1

SD

Intrapersonal
It would be useful for me to start attending
Clemson women’s sporting events. (R)

4.00

1.58

I am less likely to attend Clemson
women’s sporting events if the people who
are important to me would not approve of

3.34

1.89
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my attending them.
It would be pleasant for me to start
attending Clemson women’s sporting
events. (R)

3.01

1.50

It would be enjoyable to start attending
Clemson women’s sporting events. (R)

2.89

1.48

I have little control over beginning to
attend Clemson women’s sporting events.

2.87

1.43

I am confident that I could start attending
Clemson women’s sporting events. (R)

2.83

1.52

It would be foolish for me to start
attending Clemson women’s sporting
events.

2.61

1.60

It would be bad for me to start attending
Clemson women’s sporting events.

2.08

1.39

I am less likely to attend Clemson
women’s sporting events if the people who
are important to me have work/homework
to do and cannot attend them with me.

5.01

1.65

I am less likely to attend Clemson
women’s sporting events if the people who
are important to me cannot skip work/class
to attend them with me.

4.94

1.65

I am less likely to attend Clemson
women’s sporting events if the people who
are important to me do not have enough
time to attend them with me.

4.84

1.69

I am less likely to attend Clemson
women’s sporting events if the people who
are important to me cannot find a ride to

4.53

1.77

Interpersonal
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attend them with me.
I am less likely to attend Clemson
women’s sporting events if the people who
are important to me do not have enough
knowledge of the sport to attend them with
me.

4.48

1.80

I am less likely to attend Clemson
women’s sporting events if the people who
are important to me live too far away to
attend them with me.

4.34

1.82

I am less likely to attend Clemson
women’s sporting events if the people who
are important to me do not have a car to
get to them to go with me.

3.92

1.81

I am less likely to attend Clemson
women’s sporting events if I have too
much homework and/or exams to prepare
for.

6.17

1.18

I am less likely to attend Clemson
women’s sporting events if I do not have
enough time to go.

6.01

1.20

I am less likely to attend Clemson
women’s sporting events if I have to skip
my work and, consequently lose part of my
pay to do so.

5.69

1.56

I am less likely to attend Clemson
women’s sporting events if the event is too
far away.

5.48

1.63

I am less likely to attend Clemson
women’s sporting events if I cannot find a

5.04

1.76

Structural
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ride to the event.

1

I am less likely to attend Clemson
women’s sporting events if I do not have a
car to get to the event.

4.66

1.92

I am less likely to attend Clemson
women’s sporting events if I do not have
any knowledge of the sport.

4.29

1.89

I am less likely to attend Clemson
women’s sporting events if the event is too
crowded.

3.72

1.85

Based on a scale of 1=Strongly disagree to 7=Strongly agree

Finally, Table 23 presents the descriptive statistic summary of the means and
standard deviations for each item that measures the constraint negotiation (Table 19).
Table 23. Descriptive statistics for each item of the constraint negotiation
Constraint Negotiation
M1

SD

Redeeming value
Social media could be an effective
communication tool for Clemson
women’s sport fans.

5.64

1.30

It is important for students to have their
own social media in which they can talk
about their experiences at Clemson
women’s sporting event events.

4.31

1.55

I learn a lot by reading about Clemson
women’s sports news on social media.

4.21

1.78

I want to read about my friends’ and/or
family members’ Clemson women’s
sporting event experiences on their

4.17

1.59
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social media.
I care what other Clemson women’s
sport fans are doing on social media.

3.68

1.66

It is important to spend much time to
maintain and/or read about Clemson
women’s sport related news/comments
on social media.
Shared interests

3.63

1.67

Social networks are a great way for
students to stay in touch with others
about Clemson women’s sporting
events.

5.58

1.30

Social media allows people who have
Clemson women’s sport interests to
stay connected.

5.43

1.39

Social media is a great tool for building
online communities of people with
shared Clemson women’s sport
interests.

5.40

1.33

Social media have a great potential for
promoting Clemson women’s sporting
events.

5.67

1.44

Potential and/or current students may
use Clemson women’s sporting event
information found on social media to
make decisions about whether to attend.

4.98

1.48

Social media increase the need for
students to know about Clemson
women’s sports.

4.51

1.67

Business and organization

1

Based on a scale of 1=Strongly disagree to 7=Strongly agree
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The dependent construct for this study was undergraduate students’ intention
concerning attending women’s sporting events at Clemson University. Table 24 presents
the descriptive statistical results of undergraduate students’ intention to attend events for
each of the women’s programs based on a 7-point scale of 1-Extremely unlikely to 7Extremely likely. The results indicate that students are more likely to attend women’s
sports such as soccer (M=4.93, SD=1.85), volleyball (M=4.69, SD=1.88), and basketball
(M=3.91, SD=1.95), followed by tennis (M=3.37, SD=1.88), diving (M=3.19, SD=1.79),
rowing (M=2.90, SD= 1.72), track and field (M=2.74, SD=1.72), cross country (M=2.22,
SD=1.44), and golf (M=2.16, SD=1..44). The results of students’ intention for WSEA are
higher than their attendance at past events across all sports. Similar to the top three sports,
based on the results for awareness and past experience, students indicated higher
intentions to attend women’s soccer, volleyball and women’s basketball.
Table 24. Descriptive statistics distribution of Clemson University undergraduate
students based on intention to attend women’s sporting events at Clemson
University
Women’s sport team
M1
SD
Soccer

4.93

1.85

Volleyball

4.69

1.88

Basketball

3.91

1.95

Tennis

3.37

1.88

Diving

3.19

1.79

Rowing

2.90

1.72

Track & Field

2.74

1.72
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Cross country

2.22

1.44

Golf

2.16

1.44

1

Based on a scale of 1=Extremely unlikely to 7=Extremely likely

This study examined the reliability of the dimensions for each construct. Table 25
displays the means, standard deviations and Cronbach’s alpha for motivation, constraints,
constraint negotiation, and intention for WSEA. The mean score of each dimension was
the summative means of the items. Cronbach’s alpha indicates the reliability of the items
in each dimension, the independent constructs (motivation, constraint and constraint
negotiation), and the dependent construct (intention of WSEA). These reliability test
results show that the Cronbach’s alpha ranges from .78 (self-esteem) to .85 (escape and
aesthetic) for items that measured motivation, from.77 (intrapersonal) to .91
(interpersonal) for items that measured constraints, from .74 (business and organization)
to .88 (shared interests) for items that measured constraint negotiation, and .86 for
intention for WSEA. The reliability coefficients (Cronbach’s alpha) were all above the
value of .70 recommended by Nunnally (1967), meaning that each dimension
demonstrated the reliability needed for this study.
Table 25. Descriptive statistics and Cronbach’s alpha of the constructs and dimensions
Dimensions
M1
SD
Cronbach’s
alpha
Motivation

3.95

.99

.95

Group affiliation

4.52

1.23

.82

Eustress

4.39

1.27

.82
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Self-esteem

3.93

1.11

.78

Aesthetic

3.92

1.25

.84

Family

3.64

1.61

.81

Escape

3.53

1.32

.84

Entertainment

3.47

1.24

.83

Economic

1.96

1.09

.80

4.19

.85

.88

Structural

5.13

1.09

.82

Interpersonal

4.58

1.43

.92

Intrapersonal

2.95

1.00

.80

Constraint Negotiation

4.77

1.09

.91

Shared interests

5.48

1.20

.88

Business and organization

5.06

1.24

.74

Redeeming value

4.27

1.19

.84

3.34

1.20

.86

Constraint

Intention2
1
2

Based on a scale of 1=Strongly disagree to 7=Strongly agree
Based on a scale of 1=Extremely unlikely to 7=Extremely likely

Comparison of Full Test and Non-response Test
This study collected 455 (22.8%) completed responses from the full test, and 22
(11%) responses from the non-response test. It conducted an independent sample t-test to
compare the differences of each item between these two tests (Table 26), the results
finding only one motivation dimension (economic) exhibited significant differences
between students from the full test and the non-response test (Table 26). In addition, the
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results found that students from the non-response test (M= 2.82) were significantly more
motivated than students from the full test (M= 2.05) if they can bet on the outcome
(economic).
Table 26. Independent sample t-test results for each item for the full test and nonresponse test.
Items
M1
M1
P-value
(Full test)
(Non-response test)
Motivation
I like to watch, read about, and/or
discuss Clemson women’s sports
simply because it is a fun thing to
do.

4.99

4.90

.95

One of the main reasons that I
watch, read about, and/or discuss
Clemson women’s sports is that
when my team achieves something
I feel as though I have achieved
something.

4.76

4.41

.43

One of the main reasons that I
watch, read about, and/or discuss
Clemson women’s sports is that I
like the group affiliations I get
from sports.

4.71

4.35

.17

I enjoy watching, reading about,
and/or discussing Clemson
women’s sports because I enjoy
the suspense I feel when doing so.

4.57

4.15

.11

I enjoy watching, reading about,
and/or discussing Clemson
women’s sports because to me
sports are a form of art.

4.20

4.05

.43
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I like to watch, read about, and/or
discuss Clemson women’s sports
because doing so gives me an
opportunity to be with my family.

3.54

3.42

.43

One of the main reasons that I
watch, read about, and/or discuss
Clemson women’s sports is that
doing so allows me to forget about
my problems.

3.48

2.49

.60

To me making a wager is the most
enjoyable aspect of being a sports
fan.

2.03

2.83

.01

I am less likely to attend Clemson
women’s sporting events if I
cannot find a ride to the event.

5.04

5.04

.23

I am less likely to attend Clemson
women’s sporting events if the
people who are important to me
cannot skip work/class to attend
them with me.

4.94

4.76

.27

It would be foolish for me to
attend Clemson women’s sporting
events.

2.61

3.00

.16

Social media allows people who
have Clemson women’s sport
interests to stay connected.

5.43

5.52

.65

Potential and/or current students
may use Clemson women’s
sporting event information found
on social media to make decisions

4.98

5.13

.65

Constraint

Constraint Negotiation
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about whether to attend.
I want to read about my friends
and/or family members’ Clemson
women’s sporting event
experiences on their social media.

4.17

3.79

.37

Intention2
3.34
3.56
1
Based on a scale of 1=Strongly disagree to 7=Strongly agree
2
Based on a scale of 1=Extremely unlikely to 7=Extremely likely

.08

Furthermore, this study conducted a chi-square test to determine the significant
differences, if any, in gender and academic year between the full test and non-response
test. The results indicated no difference in these two areas between the two types of
respondents (Table 27).
Table 27. Chi-square test result by gender and academic year for the full test and nonresponse test
Variable
Percentage (%)
Percentage (%)
P-value
(Full test)
(Non-response test)
Gender

.21

Female

57.9

72.0

Male

42.1

28.0

Academic year

.17

Senior

32.2

36.0

Sophomore

25.4

12.0

Junior

24.1

40.0

Freshman

18.3

12.0
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Ordinary Least Squares Regression Results
Based on Hubbard and Mannell’s (2001) independence model, this study first
measured how motivation, constraint, and constraint negotiation influence undergraduate
students’ intention to attend women’s sporting events at Clemson University.
RQ1: Does Hubbard and Mannell’s (2001) independence model
significantly predict the intention of undergraduate students’ to
attend collegiate women’s sporting events at Clemson University?
Table 28 presents the summary of the ordinary least squares regression test results
of the relationship between motivation, constraint and constraint negotiation and the
intention for WSEA. This regression analysis indicated a significant relationship between
motivation, constraints and constraint negotiation and students’ intention for WSEA (F=
89.56, p < .01). The model explained 39.0% of the variance, and all constructs were
significantly correlated to the intention of WSEA (𝑅 2 = .39, p < .01). As expected based
on the results from Hubbard and Mannell’s (2001) study, motivation and constraint
negotiation demonstrated a significant positive influence (motivation: t= 8.77, p < .01;
constraint negotiation: t=4.68, p < .01) on the intention for WSEA, whereas constraints
had significant negative impact (t= -6.41, p < .01) (Figure 6). Among the constructs,
motivation was found to be the best predictor (β= .41) of students’ intention for WSEA
followed by the negative predictor of constraints (β= -.25) and the positive predictor of
constraint negotiation (β= .22). These results indicated that students’ intention for WSEA
is influenced the most by motivation and that their intention may be increased if they are
motivated to attend women’s sporting events. However, while intention may be reduced
due to constraints, it becomes enhanced again through constraint negotiation. Based on
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these results, Hubbard and Mannell’s (2001) independence model explains undergraduate
students’ intention to attend women’s sporting event at Clemson University, with a
positive influence from motivation and constraint negotiation, and negative impact from
constraints.
Table 28. Summary of ordinary least squares regression test of independent constructs
and undergraduate students’ intention to attend women’s sporting events at
Clemson University
Model
R
R square
F
P-value
Independence model

.64

.39

89.56

<.01

B

t

β

Motivation

.06

8.77

.41

<.01

Constraint

.11

-6.41

-.25

<.01

Constraint negotiation

.08

4.68

.22

<.01

Constructs

P-value

Dependent construct: Intention for WSEA

Figure 6. Statistical results based on Hubbard and Mannell’s (2001)
independence model. Relationship between motivation,
constraints, constraint negotiation and the intention to attend
women’s sporting events
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This study further examined the impact between each dimension of motivation on
undergraduate students’ intention for WSEA at Clemson University.
RQ2: Which motivation dimensions have a significant impact on
undergraduate students’ intention to attend collegiate women’s
sporting events at Clemson University?
Table 29 displays the correlation coefficients of the motivation dimensions with the
intention for WSEA. The regression analysis indicated a significant relationship between
motivation and intention for WSEA (F= 28.65, p < .01), with 35% of the model variance
being explained by two significant motivation dimensions (𝑅 2 = .35). The variance of
this analysis provides useful information concerning the influence of motivation on
intention for WSEA. The two motivation dimensions that significantly correlated with
intention for WSEA were entertainment (t= 3.24, p< .01) and eustress (t= 2.22, p< .01)
(Figure 7), with the former being the strongest predictor (β=.24, p < .01). These results
indicate that entertainment is significantly positively related to intention for WSEA,
meaning students are more likely to attend when the entertainment value is high, the
event is fun, and they anticipate having a good time at the event. Moreover, a significant
positive impact on intention for WSEA was also found for eustress (β=.16, p= .03), the
results indicating a higher intention for WSEA when students are seeking physiological
stimulation and if they experience excitement, tension, anxiety, or become excited during
the event. Based on these results, the motivation dimensions of entertainment and
eustress have a significant impact on undergraduate students’ intention to attend
collegiate women’s sporting events at Clemson University.
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Table 29. Summary of ordinary least squares regression test result for the dimensions of
motivation and undergraduate students’ intention to attend women’s sporting
events at Clemson University
Model
R
R square
F
P-value
Independence model

.59

.35

28.65

B

t

β

Entertainment

.23

3.24

.24

< .01

Eustress

.15

2.22

.16

.03

Economic

-.08

-1.71

-.07

.09

Aesthetic

.11

1.68

.11

.09

Family

.06

1.58

.08

.12

Escape

.07

1.31

.08

.19

Self-esteem

.05

.66

.05

.51

-.003

-.05

-.004

.96

Motivation Dimensions

Group affiliation

Dependent construct: Intention of WSEA

Figure 7. Statistical analysis results for the impact of the
dimensions of motivation on the intention to
attend women’s sporting events
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< .01

P-value

This study then examined the impact between each constraint dimension on the
intention for students’ WSEA at Clemson University.
RQ3: Which constraint dimensions have a significant impact on
undergraduate students’ intention to attend collegiate women’s
sporting events at Clemson University?
Table 30 presents the results from the ordinary least squares regression test,
showing the correlation coefficient for the constraint dimensions (intrapersonal,
interpersonal and structural.) with students’ intention for WSEA. A significant
relationship between constraints and the intention for WSEA was identified through the
regression analysis (F= 64.01, p < .01). The model explained 32% of the variance
(𝑅 2 = .32), finding that the intrapersonal constraint (t= -13.57, p < .01) significantly
negatively influenced intention for WSEA (β=-.56, p < .01) (Figure 8). This result
suggests that only individual psychological states and attributes constraint negatively
influence students’ intention of WSEA. If attendance is not seen as useful or if people
important to students do not approve, then students are less likely to attend these events.
Based on these results, intrapersonal constraint is the only dimension that exhibits a
significant impact on students’ intention to attend women’s sporting events at Clemson
University.
Table 30. Summary of the ordinary least squares regression analysis results for the
dimensions of constraints and undergraduate students’ intention to attend
women’s sporting events at Clemson University
Model
R
R square
F
P-value
Independence model

.56

.32
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66.84

< .01

Constraints Dimensions

B

t

β

P-value

Intrapersonal

-.68

-13.87

-.56

< .01

Interpersonal

-.02

-.51

-.03

.61

.01

.10

.01

.92

Structural
Dependent construct: Intention of WSEA

Figure 8. Statistical results for the influence of the
constraint dimensions on the intention to
attend women’s sporting event attendance

In addition to the motivation and constraint dimensions, this study examined the
impact of the constraint negotiation dimension on undergraduate students’ intention for
WSEA at Clemson University.
RQ4: Which constraint negotiation dimensions have a significant impact
on undergraduate students’ intention to attend collegiate women’s
sporting events at Clemson University?
Table 31 presents the correlation coefficients of the constraint negotiation
dimensions (redeeming value, shared interests, and business and organization) on the
intention for WSEA. The regression analysis found a significant relationship between
constraint negotiation and intention for WSEA (F= 45.86, p < .01). One significant

80

dimension was found in the model with a 24% of variance ( 𝑅 2 = .24). While this
analysis did not explain much of the variance in the model, it did provide useful insight
concerning the impact of constraint negotiation on the intention for WSEA. Redeeming
value was the only dimension that significantly correlated to the intention for WSEA (t=
6.83, p < .01) with a positive relationship (β=.43, p < .01) (Figure 9). This result suggests
that of undergraduate students’ constraint negotiation resources, the personal value of
social media usage is the only one that positively influences their intention for WSEA,
indicating that students are more likely to attend an event if social media is an effective
communication tool and if it is used to convey information on the students’ experiences.
As these results indicate, redeeming value is the only constraint negation dimension that
significantly influenced undergraduate students’ intention to attend collegiate women’s
sporting events at Clemson University.
Table 31. Summary of the ordinary least squares regression test results for the dimensions
of constraint negotiation and undergraduate students’ intention to attend
women’s sporting events at Clemson University
Model
Independence model

R

R square

.49

Constraint Negotiation Dimensions
Redeeming value
Shared interests
Business and organization

F

.24

P-value

45.86

< .01

P-value

B

t

β

.43

6.83

.43

< .01

-.05

-.82

-.05

.41

.12

1.62

.12

.11

Dependent construct: Intention for WSEA
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Figure 9. Statistical results based on the impact of the
dimensions of constraint negotiation on
intention to attend women’s sporting events
Based on Hubbard and Mannell’s (2001) independence model, this study examined
the relationship between the dimensions of motivation, constraints and constraint
negotiation and the intention for WSEA.
RQ5: Which motivation, constraints and constraint negotiation
dimensions have a significant impact on undergraduate students’
intention to attend collegiate women’s sporting events at Clemson
University?
Table 32 presents the relationship between all dimensions and the intention to
attend women’s sporting events. A significant relationship between motivation,
constraints, constraint negotiation, and intention of WSEA (F= 23.81, p < .01) was found
through regression analysis. A 45% variance was explained in the model with two
significant dimensions ( 𝑅 2 = .45 ), to compare with earlier ordinary least squares
regression test results this model explained a better variance. The intrapersonal constraint,
the interpersonal constraint and redeeming value were found to significantly influence the
intention for WSEA. While the intrapersonal constraint (t = -4.62, p < .01) and the
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interpersonal constraint (t = -2.87, p < .01) had a significantly negative influence on
intention, redeeming value was found to be significantly positively correlated to intention
of WSEA (t= 3.95, p < .01). Moreover, intrapersonal constraint was found to be the best
predictor (β=-.27, p < .01) for the intention for WSEA, followed by interpersonal
constraint (β=-.14, p < .01) and redeeming value (β=.25, p < .01) (Figure 10).
Table 32. Summary of the ordinary least squares regression test results for dimensions
and undergraduate students’ intention to attend women’s sporting events at
Clemson University
Model
R
R square
F
P-value
Independence model

Dimensions

.67

.45

23.81

< .01

B

t

β

P-value

Motivation
Eustress

.15

2.22

.10

.15

Self-esteem

.01

.18

.01

.86

Escape

.10

1.91

.11

.06

Entertainment

.08

1.10

.09

.28

Economic

-.05

-1.12

.05

.26

Aesthetic

.03

.41

.03

.68

Group affiliation

.02

.28

.02

.78

Family

.05

1.29

.06

.20

-.33

-4.62

-.27

<.01

Constraint
Intrapersonal
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Interpersonal
Structural

-.12

-2.87

-.14

<.01

.05

.97

.05

.34

Constraint Negotiation
Redeeming value
Shared interests
Business and organization

.25

3.95

.25

<.01

-.11

-1.81

-.11

.07

.02

.30

.02

.77

Dependent construct: Intention of WSEA

Figure 10. Statistical results based on Hubbard and Mannell’s (2001)
independence model. Relationship between each dimension of
motivation, constraints, constraint negotiation, and undergraduate
students’ intention to attend women’s sporting events

This analysis did not find any significant influence from any of the constructs
in the motivation dimension. These results suggest that undergraduate students’
intention for WSEA is primarily negatively influenced by their psychological states
and attributes; if their social groups do not attend women’s sporting events at
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Clemson University, the students do not intend to do so. Although the attitudes and
behavior of people around them reduced students’ intention for WSEA, event-related
information and experiences shared on social media increase this intention. This
study also found that motivation does not have a significant influence on students’
intention to attend women’s sporting events at Clemson University when constraints
and constraint negotiation are applied.
Based on the results concerning the dimensions of motivation, constraints and
constraint negotiation, the intrapersonal constraint, the interpersonal constraint and
redeeming value have a significant impact on undergraduate students’ intention for
WSEA at Clemson University. Moreover, constraint negotiation through social
media was found to help overcome the constraints that limited students’ intention for
WSEA. Specifically, event- related posts and comments from others on social media
mitigated the students’ barriers for attending women’s sporting events. It may be
concluded that the redeeming value of constraint negotiation via social media plays
an important role influencing students’ intention for WSEA at Clemson University.
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CHAPTER FIVE
DISCUSSION
As a result of Title IX, women’s sport participation has increased, providing a
corresponding increase in the opportunity for fans to watch their games (Anderson, 2012).
Even though WSEA continues to grow in general (Shackelford & Greenwell, 2005), it is
still relatively low at Clemson University (Clemson University Athletic, 2015). The
purpose of this study was to explore how Clemson University could reduce the influence
of constraints and increase attendance at women’s sporting events through the use of
social media. This study was based on Hubbard and Mannell’s (2001) independence
model incorporating the three constructs of motivation, constraint and constraint
negotiation that influence the intention for WSEA.

Research Summary
The results from this study support the constraint negotiation process as an
influence on the intention for attending women’s sporting events at the collegiate level.
First, as expected, the results found that Hubbard and Mannell’s (2001) independence
model significantly predicts the intention for collegiate WSEA at Clemson University.
This study found that motivation positively influences this intention while a positive
relationship was also found between constraint negotiation and intention for WSEA. This
finding is supported by previous research which also found that motivation is an
important factor influencing sporting event attendance (Wann, 1995; Wann, Schrader &
Wilson, 1999; Dietz-Uhler, Harrick, End & Jacquemotte, 2000) as well as a predictor of
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the intention to attend sporting events (Kim & Trail, 2010). Moreover, previous studies
have also found that the negotiation process mitigates barriers (Mannell & LoucksAtkinson, 2005; Schneider & Wynveen, 2015), thereby enhancing the intention to attend
sporting events. However, the results from this study indicated that the intention for
WSEA is negatively influenced by constraints, also supporting previous work that found
spectator attendance at sporting events is restricted by one or more constraints (Hansen &
Gauthier, 1989; Baade & Tiehen, 1990; Curi, Dart & Giesemann, 2014).
The three constructs, motivation, constraints and constraint negotiation, had
individual direct influences on the intention for WSEA, an area that this study further
explored in more detail. These results found that when these three constructs were
combined, none of the motivation dimensions had an impact on the intention for WSEA,
whereas personal psychological states and attributes (intrapersonal constraint), social
relationship and interaction with others (e.g. family and friends) (interpersonal constraint),
and the personal value of social media usage (redeeming value) significantly influenced
the intention for WSEA. Based on these findings, it appears that undergraduate students
choose to attend a sporting event based on the influence of their peers, meaning they tend
follow the types of sporting events others are attending rather than their own perceptions
providing the motivation to attend. Because the opinions, behaviors and attitudes of
others (e.g. friends and classmates) were valued, they influenced students’ decisionmaking.
These findings are supported by Borsari and Carey (2001) who concluded that as
students spend more time with friends than their parents or families, their behavior is
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influenced by and corresponds to their peers. Therefore, enhancing the motivation for
attending women’s sporting event among students will increase attendance. Furthermore,
the findings from this study on the importance of the role of social media suggest that it
would be an effective resource for developing increased WSEA spirit for and attention to
women’s sporting events. In addition, the university’s athletic department could also
offer incentives such as free items or gift cards to encourage students to share women’s
sporting event posts on social media, to write a comment about the women’s sporting
event, or to share experiences of WSEA via social media.

Implication and Recommendation
This study found that undergraduate students are highly influenced by others.
Although students indicate they intended to attend women’s sporting event (mean scores
ranged between soccer= 4.93 to golf= 2.16), their attendance is relatively low based on
their past experiences (mean scores ranged between soccer= 2.43 to golf= 1.10). Based
on these results, this study concluded that students do not attend women’s sporting events
because they are constrained by the approval and the intentions of others. If those around
students (e.g. classmates and friends) do not attend the event, students are less likely to
do so because they choose to be with their friends rather than independently going to an
event. However, as students spend much time on social media, especially Snapchat (M=
5.11), Facebook (M=5.02), Instagram (M=4.67), and Twitter (M=3.12), these appear to
be negotiation resources, reducing the constraints and enhancing the intention for WSEA.
A combination of communication tools (social media) and programing (promotion
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strategies) could effectively increase students’ intention for WSEA. More specifically, to
increase students’ social media personal value in relation to WSEA, the Clemson
University Athletic Department could focus on encouraging students to share, retweet or
like women’s sporting events posts on social media. Therefore, event information would
be spread to students’ social groups, creating more attention focused on women’s
sporting events.
Although the Clemson University Athletic Department has developed social
media sites for each sport program on Facebook, Instagram and Twitter, Snapchat has
become the most popular social media tool for college students. Clemson University
Athletic Department has created team Snapchat sites for a few popular sport programs
(e.g. football and men’s soccer) but not all of them. Therefore, this study suggests that the
women’s sport programs at Clemson University as well as at all levels develop and
promote individual team Snapchat sites and encourage students and all users to share
event information, experiences and stories with other users. Furthermore, this study
suggests that social media promotion of women’s sporting events including the sharing of
event-related information should be initiated with numbers of students, for example
community groups, classes or departments. In addition, Clemson University focuses on a
special event at every football home game (e.g. family weekend and homecoming) and
hosts a Solid Orange Day once per season for each sport program. This study suggests the
promotion of these special events to various student groups for all sport programs (e. g.
Greek Life, sport clubs) through the social media sites of the Clemson University Athletic
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Department; doing so may have a snowball effect, increasing attention by communicating
to more of them, thereby increasing WSEA.

Limitations and Future Research
This study has the following limitations. First, the data were collected in the Fall
Semester; however, some sport programs compete in the Spring Semester rather than in
the Fall. Thus, the intention for WSEA may differ between the two semesters, meaning
students may have a higher intention to attend sports competing at the present. Further
research should consider collecting data across the entire school year to obtain responses
giving equal attention to all sport programs. Second, this study focused on intention for
WSEA in general at Clemson University; future research could further explore the
influences of each specific women’s sport program, and perhaps include a wide range or
compare the results with more schools, conferences or divisions such as NCAA Division
II and III or the National Association of Intercollegiate Athletics (NAIA). Finally, this
study focused on the influences of motivation, constraints and constraint negotiation on
attendance at women’s sports; future research could include other factors such as social
norms, comparing their influence between men’s and women’s sports. This study found
students were highly influenced by others; thus, future research could explore in detail
how people follow social norms and their impact on WSEA.
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IRB Approval Letter
Subject: IRB2015-265 Approval: Undergraduate Students' Collegiate Women's Sporting Event
Attendance
The Clemson University Institutional Review Board (IRB) validated the protocol identified above
using exempt review procedures and a determination was made on September 21, 2015 that the
proposed activities involving human participants qualify as Exempt under category B2 based on
federal regulations 45 CFR 46. Your protocol will expire onMay 31, 2016.
The expiration date indicated above was based on the completion date you entered on
the IRB application. If an extension is necessary, the PI should submit an Exempt Protocol
Extension Request form, http://www.clemson.edu/research/compliance/irb/forms.html, at least
three weeks before the expiration date. Please refer to our website for more information on the
extension
procedures, http://www.clemson.edu/research/compliance/irb/guidance/reviewprocess.html.
No change in this approved research protocol can be initiated without the IRB’s approval. This
includes any proposed revisions or amendments to the protocol or consent form. Any
unanticipated problems involving risk to subjects, any complications, and/or any adverse events
must be reported to the Office of Research Compliance immediately. All team members are
required to review the IRB policies on Responsibilities of Principal Investigators and the
Responsibilities of Research Team Members available
at http://www.clemson.edu/research/compliance/irb/regulations.html.
The Clemson University IRB is committed to facilitating ethical research and protecting the
rights of human subjects. Please contact us if you have any questions and use the IRB number and
title in all communications regarding this study.
All the best,
Nalinee
Nalinee D. Patin
IRB Administrator
Clemson University
Office of Research Compliance
Institutional Review Board (IRB)
223 Brackett Hall
Voice: (864) 656-0636
Fax: (864) 656-4475
E-mail: npatin@clemson.edu
Web site: http://www.clemson.edu/research/compliance/irb/
IRB E-mail: irb@clemson.edu
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Appendix B
Research Questionnaire
Dear Student:
Your participation in this study is voluntary and it should only take minutes. All information you
provide will remain strictly confidential and you will not be identified by your answers. You may
choose not to participate and/or to withdraw at any time. You do not have to answer any
questions that make you feel uncomfortable.
Your participation in this study is greatly appreciated. If you have any questions and/or comments
about the study, please do not hesitate to contact me at ymiao@g.clemson.edu. You may also
contact my advisor, Dr. William Norman at wnorman@clemson.edu. If you have questions or
concerns about your rights in this study, please contact the Office of Research Compliance at
(864) 656-0636.
Thank you for your participation.
Yuilynn Miao
Master Student, Department of Parks, Recreation, and Tourism Management, Clemson University
I. Please answer the following questions about collegiate WOMEN’S sports spectating based on a
scale of: 1-Strongly disagree, 2-Disagree, 3-Somewhat disagree, 4-Neither agree or disagree,
5-Somewhat agree, 6- Agree, and 7-Strongly agree
One of the main reasons that I watch, read about,
Strongly Disagree Strongly Agree
and/or discuss Clemson women’s sports is …
1

doing so gives me the opportunity to temporarily escape
life’s problems.

1

2

3

4

5

6

7

2

doing so makes me feel as though I am a better person.

1

2

3

4

5

6

7

3

doing so allows me to belong to various groups.

1

2

3

4

5

6

7

4

I can bet on the sporting events.

1

2

3

4

5

6

7

5

I get pumped up when I am watching my favorite teams.

1

2

3

4

5

6

7

6

for the artistic value.

1

2

3

4

5

6

7
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Strongly Disagree Strongly Agree
7

I am the kind of person who likes to be with other
people.

1

2

3

4

5

6

7

8

I enjoy the beauty and grace of sports.

1

2

3

4

5

6

7

9

I enjoy being physiologically aroused by the
competition.

1

2

3

4

5

6

7

10

when my team achieves something I feel as though I
have achieved something.

1

2

3

4

5

6

7

One of the main reasons that I watch, read, and/or
discuss about Clemson women’s sports is …

Strongly Disagree Strongly Agree

11

I like the group affiliations I get from sports.

1

2

3

4

5

6

7

12

because most of my friends are sports fans.

1

2

3

4

5

6

7

13

doing so makes me feel good when my team wins.

1

2

3

4

5

6

7

14

doing so allows me to forget about my problems.

1

2

3

4

5

6

7

15

because it’s like daydreaming and takes me away from
life’s hassles.

1

2

3

4

5

6

7

I enjoy to watching, reading about, and/or
discussing Clemson women’s sports …

Strongly Disagree

Strongly Agree

16

because I enjoy the suspense I feel when doing so.

1

2

3

4

5

6

7

17

because Clemson elite female athletes perform in the
same way as other great artists such as musicians,
dancers, actors, and actresses that I like to watch.

1

2

3

4

5

6

7

18

because it increases my self-esteem.

1

2

3

4

5

6

7

19

more when I am with a large group of people.

1

2

3

4

5

6

7

20

because of their entertainment value.

1

2

3

4

5

6

7
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Strongly Disagree

Strongly Agree

21

because to me sports are a form of art.

1

2

3

4

5

6

7

22

because of the feelings of tension and anxiety I
experience when my favorite teams are competing.

1

2

3

4

5

6

7

23

simply because it is a good time.

1

2

3

4

5

6

7

To me…

Strongly Disagree

Strongly Agree

24

watching Clemson women’s sports is similar to
watching a play or a movie.

1

2

3

4

5

6

7

25

Clemson women’s sport spectating is simply a form
of recreation.

1

2

3

4

5

6

7

26

my favorite Clemson women’s sport team’s
successes are my successes and their losses are my
losses.

1

2

3

4

5

6

7

sports serve as a diversion from the rest of my life.

1

2

3

4

5

6

7

27

I like to watch, read, and/or discuss Clemson
women’s sports…

Strongly Disagree Strongly Agree

28

simply because it is a fun thing to do.

1

2

3

4

5

6

7

29

because doing so gives me an opportunity to be
with my family.

1

2

3

4

5

6

7

30

because doing so gives me an opportunity to be
with my significant others.

1

2

3

4

5

6

7

31

because of the stimulation I get from watching
Clemson women’s sports.

1

2

3

4

5

6

7

To me…

Strongly Disagree
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Strongly Agree

32

making a wager is the most enjoyable aspect of
being a sports fan.

1

2

3

4

5

6

7

33

sports are enjoyable only if I can bet on the
outcome.

1

2

3

4

5

6

7

34

watching Clemson women’s sports at the end of
the day helps me wind down, relax, and forget
about school or work for a while.

1

2

3

4

5

6

7

II. Please answer the following questions about attending Clemson women’s sporting events in
the future based on a scale of: 1-Strongly disagree, 2-Disagree, 3-Somewhat disagree, 4-Neither
agree or disagree, 5-Somewhat agree, 6- Agree, and 7-Strongly agree.
I am less likely to attend Clemson women’s
sporting events if…

Strongly Disagree

1

I have to skip work and lose part of my pay.

1

2

3

4

5

6

7

2

the event is too crowded.

1

2

3

4

5

6

7

3

I have too much homework and/or exams to
prepare for.

1

2

3

4

5

6

7

4

I do not have a car to get to them.

1

2

3

4

5

6

7

5

I do not have any knowledge of the sport.

1

2

3

4

5

6

7

6

the event is too far away.

1

2

3

4

5

6

7

7

I cannot find a ride to them.

1

2

3

4

5

6

7

8

I do not have enough time to go.

1

2

3

4

5

6

7

9
10

Strongly Agree

I am less likely to attend Clemson women’s
Strongly Disagree
sporting events if the people who are important
to me…
live too far away to attend them with me.
1
2
3
4
do not have enough time to attend them with
me.
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1

2

3

4

Strongly Agree

5

6

7

5

6

7

Strongly Disagree
1
2
3
4

Strongly Agree
5
6
7

11

cannot skip work/class to attend them with me.

12

do not have enough knowledge of the sport to
attend them with me.

1

2

3

4

5

6

7

13

cannot find a ride to attend them with me.

1

2

3

4

5

6

7

14

do not have a car to get to Clemson to attend
them with me.

1

2

3

4

5

6

7

Strongly Disagree

Strongly Agree

15

have work/homework to do and cannot attend
them with me.

1

2

3

4

5

6

7

16

would not approve of my attending such
events.

1

2

3

4

5

6

7

17

It would be pleasant for me to attend Clemson
women’s sporting events.

1

2

3

4

5

6

7

18

I am confident that I can attend Clemson
women’s sporting events.

1

2

3

4

5

6

7

19

It would be useful for me to attend Clemson
women’s sporting events.

1

2

3

4

5

6

7

20

It would be foolish for me to attend Clemson
women’s sporting events.

1

2

3

4

5

6

7

21

It would be bad for me to attend Clemson
women’s sporting events.

1

2

3

4

5

6

7

22

It would be enjoyable for me to attend
Clemson women’s sporting events.

1

2

3

4

5

6

7

23

I have little control over starting to attend
Clemson women’s sporting events.

1

2

3

4

5

6

7
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III. Please answer the following questions about social media usage.
1-Strongly disagree, 2-Disagree, 3-Somewhat disagree, 4-Neither agree or disagree, 5Somewhat agree, 6- Agree, and 7-Strongly agree
Strongly Disagree
Strongly Agree
1

Social networks are a good way for students to stay
in touch with others about their experiences at
Clemson women’s sporting events.

1

2

3

4

5

6

7

2

I learn a lot by reading about Clemson women’s
sports news on social media.

1

2

3

4

5

6

7

3

Social media allows people indicated in Clemson
women’s sports to stay connected.

1

2

3

4

5

6

7

4

It is important to spend much time maintaining
and/or reading about Clemson women’s sportrelated related news/comments on social media.

1

2

3

4

5

6

7

It is important for students to have their own social
media sites on which they can tell about their
experience while attending Clemson women’s
sporting events.

1

2

3

4

5

6

7

I want to read about the experiences of my friends
and/or family members at Clemson women’s
sporting events on their social media.

1

2

3

4

5

6

7

Potential and/or current students may use
information about Clemson women’s sporting
events found on social media to make decisions
about whether to attend.

1

2

3

4

5

6

7

Social media is a good tool for building online
communities of people who share an interest in
Clemson women’s sports.

1

2

3

4

5

6

7

Social media has the potential for promoting
Clemson women’s sporting events.

1

2

3

4

5

6

7

I care about what other Clemson women’s sport
fans are doing on social media.

1

2

3

4

5

6

7

5

6

7

8

9

10
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Strongly Disagree

Strongly Agree

11

Social media increases the need for knowledge
about Clemson women’s sports for students.

1

2

3

4

5

6

7

12

Social media could be an effective
communications tool for Clemson women’s sport
fans.

1

2

3

4

5

6

7

Please indicate how often do you use the following social media resources.
1-Never, 2-Rarely, 3-Occasionally, 4-Sometimes, 5-Frequently, 6-Usually, and 7-All the time
Never

All the time

1

Facebook

1

2

3

4

5

6

7

2

Instagram

1

2

3

4

5

6

7

3

Snapchat

1

2

3

4

5

6

7

4

Twitter

1

2

3

4

5

6

7

5

Pinterest

1

2

3

4

5

6

7

6

Vine

1

2

3

4

5

6

7

7

Group text messaging

1

2

3

4

5

6

7
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IV. Clemson University women’s sporting events attendance
Please answer the following questions about how much likely you would attend the
following Clemson sporting events.
1-Extremely unlikely, 2-Unlikely, 3-Somewhat Unlikely, 4-Neutral, 5-Somewhat likely, 6Likely, and 7- Extremely likely
Extremely unlikely

Extremely likely

Women’s Basketball

1

2

3

4

5

6

7

Women’s Cross Country

1

2

3

4

5

6

7

Diving

1

2

3

4

5

6

7

Women’s Golf

1

2

3

4

5

6

7

Rowing

1

2

3

4

5

6

7

Women’s Soccer

1

2

3

4

5

6

7

Women’s Tennis

1

2

3

4

5

6

7

Women’s Track & Field

1

2

3

4

5

6

7

Volleyball

1

2

3

4

5

6

7

Please indicate how frequently you have attended the following Clemson sporting events since
you been to Clemson?
1-Never, 2-Rarely, 3-Occasionally, 4-Sometimes, 5-Frequently, 6-Usually, and 7-All the time
Never

All the time

Women’s Basketball

1

2

3

4

5

6

7

Women’s Cross Country

1

2

3

4

5

6

7

109

Never

All the time

Diving

1

2

3

4

5

6

7

Women’s Golf

1

2

3

4

5

6

7

Rowing

1

2

3

4

5

6

7

Women’s Soccer

1

2

3

4

5

6

7

Women’s Tennis

1

2

3

4

5

6

7

Women’s Track & Field

1

2

3

4

5

6

7

Volleyball

1

2

3

4

5

6

7

V. Clemson University women’s sporting events awareness
Please indicate if you are AWARE about Clemson University Women’s sport teams.
YES
1

Women’s Basketball

2

Women’s Cross Country

3

Diving

4

Women’s Golf

5

Rowing

6

Women’s Soccer

7

Women’s Tennis

8

Women’s Track & Field

9

Volleyball
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NO

VI. Demographic information
(1) Please define your gender.

□ Female

□ Male

(2) What is your ethnicity?

□ White / Caucasian

□ American Indian / Native American

□ Black / African American
□ Pacific Islander

□ Asian
□ Hispanic / Latino
□ Other_______

(3) What year are you at Clemson University?

□ Freshman □ Sophomore
(4) Please describe your registration status.

□ Junior

□Senior

□In-state student

□Out of state student

(5) What semesters you have attended in Clemson University. (Please check all that apply)

□ Fall, 2012

□ Fall, 2013

□ Fall, 2014

□ Spring, 2013

□ Spring, 2014

□ Spring, 2015

(6) What college are you in at Clemson University?

□ AFLS

□ HHD

□ AAH

□ BB

□ CES

□ EDU

(7) Are you currently in any Clemson club/organization? (Please check all that apply)

□ Sport club

□ Greek life

□ Fellowship of Christian Athletes

□ ClemsonLive

□ Student Event Planner Association

□ I am not in any club/organization

□ Other____________
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Appendix C
Email of Survey Invitation
First Email
Subject: IMPORTANT-Your Input Is Needed
Dear (first name of student),
We need your help!
We would like to understand Clemson University undergraduate students’ attendance at women’s
sporting events. You were randomly selected to participate in the study on the motives, barriers
and social media usage associated with attending women's sporting events at Clemson University.
There are a limited number of individuals being asked to participate in the study, so your input is
very important and greatly appreciated.
The amount of time required participation in this study is voluntary and it should only takes ten to
fifteen minutes. All information you provide will remain strictly confidential and you will not be
identified by your answers. You may choose not to participate and/or to withdraw at any time.
You do not have to answer any questions that make you feel uncomfortable.
TO THANK YOU FOR YOUR PARTICIPATION, ONCE YOU COMPLETE THE SURVEY
YOU WILL HAVE THE OPPORTUNITY TO RECEIVE A $50 CASH CARD.
The link below will direct you to the online questionnaire.
Follow this link to the Survey: https://clemsonhealth.az1.qualtrics.com/SE/?SID=SV_0vo8CFeuCz9oPHL
Or copy and paste the URL below into your internet browser: Survey link
Finally, we appreciate your willingness to consider our request and we thank you in advance for
your help in this study. If you have any questions and/or comments of the study, please do not
hesitate to email me at ymiao@g.clemson.edu. You may also contact my advisors, Dr. William
Norman at wnorman@clemson.edu. If you have questions or concerns about your rights in this
study, please contact the Office of Research Compliance at (864) 656-0636.
Thank you for your participation.
Sincerely,
Yuilynn Miao
Master Student, Department of Parks, Recreation and Tourism Management, Clemson University
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Second Email (Reminder)
Subject: We Still Need Your Help
Dear (first name of student),
We still need your help!
Last week we sent you a request to participate in a project being conducted about Clemson
women’s sporting event attendance. If you already participated, thank you very much. If you have
not yet participated, we still need your help. You were selected to participate in the study based
on your thoughts. There are a limited number of individuals being asked to participate in the
study, so your input is very important and greatly appreciated.
We would like to understand Clemson University undergraduate students’ attendance at women’s
sporting events. You were randomly selected to participate in the study on the motives, barriers
and social media usage associated with attending women's sporting events at Clemson University.
There are a limited number of individuals being asked to participate in the study, so your input is
very important and greatly appreciated.
The amount of time required participation in this study is voluntary and it should only takes ten to
fifteen minutes. All information you provide will remain strictly confidential and you will not be
identified by your answers. You may choose not to participate and/or to withdraw at any time.
You do not have to answer any questions that make you feel uncomfortable.
TO THANK YOU FOR YOUR PARTICIPATION, ONCE YOU COMPLETE THE STUDY
YOU WILL HAVE THE OPPORTUNITY TO RECEIVE A $50 CASH CARD.
The link below will direct you to the online questionnaire.
Follow this link to the Survey: https://clemsonhealth.az1.qualtrics.com/SE/?SID=SV_0vo8CFeuCz9oPHL
Or copy and paste the URL below into your internet
browser: https://clemsonhealth.az1.qualtrics.com/SE/?SID=SV_0vo8CFeuCz9oPHL
Finally, we appreciate your willingness to consider our request and we thank you in advance for
your help in this study. If you have any questions and/or comments of the study, please do not
hesitate to email me at ymiao@g.clemson.edu. You may also contact my advisors, Dr. William
Norman at wnorman@clemson.edu. If you have questions or concerns about your rights in this
study, please contact the Office of Research Compliance at (864) 656-0636.
Thank you for your participation.
Sincerely,
Yuilynn Miao
Master Student, Department of Parks, Recreation and Tourism Management, Clemson University
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Third Email (Reminder)
Subject: Your Input Still Needed
Dear (first name of student),
We still need your help!
Last week we sent you a request to participate in a project being conducted about Clemson
women’s sporting event attendance. If you already participated, thank you very much. If you have
not yet participated, we still need your help. You were selected to participate in the study based
on your thoughts. There are a limited number of individuals being asked to participate in the
study, so your input is very important and greatly appreciated.
We would like to understand Clemson University undergraduate students’ attendance at women’s
sporting events. You were randomly selected to participate in the study on the motives, barriers
and social media usage associated with attending women's sporting events at Clemson University.
There are a limited number of individuals being asked to participate in the study, so your input is
very important and greatly appreciated.
The amount of time required participation in this study is voluntary and it should only takes ten to
fifteen minutes. All information you provide will remain strictly confidential and you will not be
identified by your answers. You may choose not to participate and/or to withdraw at any time.
You do not have to answer any questions that make you feel uncomfortable.
TO THANK YOU FOR YOUR PARTICIPATION, ONCE YOU COMPLETE THE STUDY
YOU WILL HAVE THE OPPORTUNITY TO RECEIVE A $50 CASH CARD.
The link below will direct you to the online questionnaire.
Follow this link to the Survey: https://clemsonhealth.az1.qualtrics.com/SE/?SID=SV_0vo8CFeuCz9oPHL
Or copy and paste the URL below into your internet
browser: https://clemsonhealth.az1.qualtrics.com/SE/?SID=SV_0vo8CFeuCz9oPHL
Finally, we appreciate your willingness to consider our request and we thank you in advance for
your help in this study. If you have any questions and/or comments of the study, please do not
hesitate to email me at ymiao@g.clemson.edu. You may also contact my advisors, Dr. William
Norman at wnorman@clemson.edu. If you have questions or concerns about your rights in this
study, please contact the Office of Research Compliance at (864) 656-0636.
Thank you for your participation.
Sincerely,
Yuilynn Miao
Master Student, Department of Parks, Recreation and Tourism Management, Clemson University
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APPENDIX D
Non-response Test Questionnaire
I. Please answer the following questions about collegiate WOMEN’S sports spectating based on a
scale of: 1-Strongly disagree, 2-Disagree, 3-Somewhat disagree, 4-Neither agree or disagree, 5Somewhat agree, 6- Agree, and 7-Strongly agree.

1

One of the main reasons that I watch, read,
and/or discuss Clemson women’s sports is ...
doing so allows me to forget about my problems.

Strongly Disagree

2

when my team achieves something I feel as though I
have achieved something.

Strongly Agree

1

2

3

4

5

6

7

1

2

3

4

5

6

7

3

I like the group affiliations I get from sports.

1

2

3

4

5

6

7

4

because I enjoy the suspense I feel when doing so.

1

2

3

4

5

6

7

5

because to me sports are a form of art.

1

2

3

4

5

6

7

6

simply because it is a fun thing to do.

1

2

3

4

5

6

7

7

because doing so gives me an opportunity to be with
1

2

3

4

5

6

7

1

2

3

4

5

6

7

my family.
8

making wagers is the most enjoyable aspect of being
a sports fan.

II. Please answer the following questions about attending Clemson women’s sporting events in
the future based on a scale of: 1-Strongly disagree, 2-Disagree, 3-Somewhat disagree, 4Neither agree or disagree, 5-Somewhat agree, 6- Agree, and 7-Strongly agree.
Strongly Disagree
1

2

3

Strongly Agree

It would be foolish for me to attend Clemson
women’s sporting events.

1

2

3

4

5

6

7

I am less likely to attend Clemson women’s
sporting events if the people who are important to
me cannot skip work/class to attend Clemson
women’s sporting events with me.
I am less likely to attend Clemson women’s

1

2

3

4

5

6

7

1

2

3

4

5

6

7

sporting events if I cannot find a ride to the event.
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III. Please answer the following questions about social media usage.
1-Strongly disagree, 2-Disagree, 3-Somewhat disagree, 4-Neither agree or disagree, 5Somewhat agree, 6- Agree, and 7-Strongly agree
Strongly Disagree
1

Strongly Agree

I want to read about my friends and/or family members
Clemson women’s sporting event experiences on their
social media.

1

2

3

4

5

6

7

2

Social media allows people who have Clemson
women’s sport interests to stay connected.

1

2

3

4

5

6

7

3

Potential and/or existing students may use Clemson
women’s sporting event information that is found on
social media to make decisions about whether to attend.

1

2

3

4

5

6

7

IV. Clemson University women’s sporting events attendance
1. Are you aware about Clemson Women's sports in general?

□ Yes

□ No

2. How likely are you to attend women's sporting event at Clemson University?

□ Extremely unlikely
□ Neutral
□ Extremely likely

□ Unlikely
□ Somewhat likely

□ Somewhat unlikely
□ Likely

3. How frequently have you to attend women's sporting event at Clemson University?

□ Never

□ Rarely

□ Occasionally

□ Sometimes

□ Frequently

□ Usually

□ All the time
IV. Demographic information
1. Please define your gender.

□ Female

□ Male

2. What year are you at Clemson University?

□ Freshman □ Sophomore

□ Junior
116

□Senior

Appendix E
Email of Non-response Test Survey Invitation

Dear (first name of student),
About 2 weeks ago we sent you a survey invitation, we still haven't hear from you. We would like
to understand your perspective of Clemson Women's sporting events. This is an abbreviated
version of the questionnaire that will take less than 2 minutes.
TO THANK YOU FOR YOUR PARTICIPATION, ONCE YOU COMPLETED THE SURVEY,
YOU WILL BE ENTERED DRAWING A $50 CASH CARD!!

The link below will direct you to the online questionnaire.
Please follow this link to the Survey:
https://clemsonhealth.az1.qualtrics.com/SE/?SID=SV_egP7Ip9zXtaPle5
Or copy and paste the URL below into your internet browser:
https://clemsonhealth.az1.qualtrics.com/SE/?SID=SV_egP7Ip9zXtaPle5

If you have any question, please email me at ymiao@g.clemson.edu. You may also contact my
advisor, Dr. William Norman at wnorman@clemson.edu.

Thank you for your participation.

Sincerely,
Yuilynn Miao
Master student, Department of Parks, Recreation, and Tourism Management, Clemson University
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